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Home Audience 
Suffers Along 
With Turpin 


Theaters Draw Heavily; 
Advertisers’ Dominance 
of Boxing Seen Ending 


New York, Sept. 13—When Ref- 
eree Ruby Goldstein stepped in, 
waved a dancing Sugar Ray Robin- 
son away from helpless Randy 
Turpin in the 10th round last night, 
he ended (1) a terrific fight and 
(2) the biggest fistic financial suc- 
cess in five years. 

He may also have signaled the 
end of an era of advertiser domi- 
nance in sports broadcasting. 

For no sooner had the news of 
the fight’s result gone out over the 
wires than it was followed by ac- 
counts of the near riots at 14 thea- 
ters in 11 cities which carried— 
exclusively, since there was nei- 
ther TV nor AM coverage—the 
fight on a closed circuit. 

The success of this theater ven- 
ture might presage serious com- 
petition for sponsors of sporting 
events, except that in the past— 
and in this case—theaters have 
been able to pay considerably less 
than advertisers have for the 
events. And the International Box- 
ing Club is widely reputed to be 
sharp at arithmetic. 


s To be exact, if the theaters paid 
the reported $25,000 for their TV 
rights, it was 150% more than they 
paid for the Louis-Savold fight in 
June. 

(The United Press estimated 
that about 33,000 persons saw the 
fight in theaters, and Theater Net- 
work Television estimated that 
100,000 persons were turned away 

(Continued on Page 92) 


Publishers Explore 
Methods of Avoiding 
Higher Postal Rates 


New York, Sept. 13—With 
higher postal rates seemingly in- 
evitable (see Page 84), publishers 
—especially magazine publishers— 
are searching for new ways and 
means to distribute their papers. 

Among the methods being ex- 
plored, AA learned this week, are 
the possibility of using local mo- 
tor carriers, additional use of pool 
car shipments, the setting up of 
cooperative distribution systems, 
and new uses of existing magazine 
newsstand distributing companies. 


e In the meantime, publishers’ 
organizations are busy preparing 
for hearings on the postal bill be- 
fore the House. Until the new 
postal bill has been passed, there 
seems to be little likelihood that! 
publishers will do much in the 
matter of devising new ways to 
get their papers on newsstands 
and in the hands of subscribers. 
But there is a good deal of un- 
dercover activity and lots of specu- 
lative talk—usually off the record. 
Ironically, Curtis Publishing Co. 
has suspended its experiment in 
Columbus, O., with five other pub- 
lishers, for delivering subscription 
copies of magazines by local car- 
riers rather than through the mails. 
The experiment is understood to 
be continuing in Reading, Pa., how- 
ever, but it may be dropped. 
@ Cooperating members of the 
group include American Home, 
Esquire, McCall Corp., Parents’ 
Institute and Popular Mechanics. 
These, in acquiring experience in 
the use of local carriers, are re- 
ported to have discovered certain 
administrative difficulties. Some 
observers, rather cynically, per- 
haps, attribute the difficulties to 
competitive jealousy. In short, AA 
has been told, some of the cooper- 
(Continued on Page 8) 


(am we 90 
{ “cursos. 
ome 


V\ = 
(PL 


PLAYSKOOL’S NEW CAMPAIGN-—This 

full-page Playskool Mfg. Co. ad appear- 

ing in the October Woman‘s Day is de- 

signed to lengthen the toy selling season. 

Other page ads will appear in Good 

Housekeeping and Parents’ Magazine. 
(Story on Page 8.) 


Senators Criticize 


Army, Air Force 
Radio Time Buying 


WASHINGTON, Sept. 13—-Sponsor- 
ship of “The Shadow” on 524 Mu- 
tual stations by the Army and Air 
Force recruiting service early this 
year was sharply criticized today 
as senators sought ways to trim 
the $61 billion defense appropria- 
tion for 1952. 

Sen. George D. Aiken (R., Vt.) 
said he generally enjoys the pro- 
gram, but that his pleasure was 
“alloyed” when he found “he was 
helping to pay for it through tax- 
ation.” 

Clayton Fritchey, director of the 
office of information of the De- 
partment of Defense, reported that 
the recruiting service paid 
$150,000 for “The Shadow” for a 
13-week period beginning Jan. 7, 

(Continued on Page 4) 


Bustin’ Out 


[te cee ots New Broadcast Data 


All Over 


Baker Tells Plan to Measure AM Audiences; 
Hooper Alone Finances Study of Ratings 


New York, Sept. 14—The radio 
industry is being asked to finance 
another nationwide measurement 
of station audience and coverage. 


| This one is to be handled by the 


newly organized Standard Audit & 
Measurement Services Inc., but it 
will follow in the footsteps of the 
industry-sponsored Broadcast 
Measurement Bureau. 

Dr. Kenneth H. Baker, former 


director of research for the Na-| 


| tional Assn. of Radio & Television 


Broadcasters, yesterday revealed 
details of his new service, follow- 


|ing earlier announcement of the 


|" 


| ro, head of Sta- 


| its 


formation of the company (See 
Page 88). 

His silent partner in the new 
venture, according to Dr. Baker, 
is Michael Nota- 


tistical Tabula- 
ting Co., which 
handled the tab- 
ulation of data 
for BMB Study 
No. 2. When the 
bureau wound up 
affairs, it 
turned its data, 
lists, ete. over 
to Statistical in 
return for its 


Kenneth Boker 


. . | 
agreement to service Study No. 2,) 


a job which is still going on. 
Standard is located in Statistical 
Tabulating’s New York office. 


e Yesterday Dr. Baker, who sound- 
ed out the industry on the subject 
of bringing radio's circulation fig- 
ures up to date before he left the 
broadcasters’ association, mailed a 
(Continued on Page 89) 


New York, Sept. 14—C. E. 
Hooper this week undertook to re- 
vive the rating test movement 
started last summer by KJBS, San 
Francisco. 

Charging that the “worst thing 
that can happen to radio at this 
time is to put apparently ‘factual’ 
guides in the hands of the time- 
buyer which lead him to select 
the least-for-his-money instead of 
the most-for-his-money,” Mr. 
Hooper announced that he will 
take up where the so-called test 
survey committee left off. 

At his own expense, he said, he 

has assigned Matthew N. Chappell, 
head of the psychology department 
of Hofstra College, to analyze past 
data and other pertinent material 
on the subject and prepare “as 
|; complete a statement as possible 
on how and why ‘methods’ are 
responsible for ‘major’ differences 
between Pulse and Hooperatings.” 
He is at work on such studies for 
New York, Chicago and San Fran- 
cisco. 


s Dr. Chappell’s assignment, as 
explained by Mr. Hooper, calls 
only for an analysis of past data, 
|not for the collection of new in- 
| formation. 

“If the Chappell analysis bears 
out...that when two measure- 
ments of audience size—Hooper’s 
telephone coincidental (listening) 
and Nielsen’s Audimeter coinci- 
dental (tuning)—are applied, with 
adequate sample size and repre- 
sentation to the same population, 
and produce measurements which 
are the same (except for expected 
differences between ‘listening’ and 

(Continued on Page 89) 


Highlights of the Week’s News 


Could Sept. 9-15 have been Broadcasting Research 
Week? Plenty of news was made by C. E. Hooper 
(with a new rating service and a test of radio 
rating methods), by Kenneth Baker (a new aud- 
ience measurement company), Frank Pellegrin, 
Paul Morency and others. For the widespread 
developments see .. Pages 1, 6 and 93 

It wasn’t Randy Turpin alone who took a beating 
Wednesday night. TV set owners may have suf- 
fered the great loss of free sportscasts, as theater 
TV drew huge crowds and seemed to point the 
way toward theater and other pay-as-you-see 
television 


Magazine publishers will redouble efforts to de- 
liver subscription copies without using the mails, 
for many think the Senate’s postal rate boost 
will largely be acceped by the House ....Pages 

1, 52 and 84 

Postscript on Toys: An exception to the “rule” 
that toy advertisers are notable for their absence 
is Playskool Mfg. Co., boosting its budget in 
NS sian Kiaebie ttied baeaaeaeiee ne hie oa ee Page 8 


More and more, drug stores are becoming what 
their name implies. Prescription sales increased 
er eer ee ree er Page 30 

You vote every day—whenever you buy mer- 
chandise, that is. Food and Drug Administra- 
tion’s “Read the Label” booklet tells all about 
it on 


Up-to-date rules for using illustrations of postage 
stamps and coins in advertising are given in 
detail by the National Better Business Bu- 
Bt Ay ichaltiiwn. sack eed tev iasa we esae Page 69 

Women’s fashion advertising is gaining, but no 
more so than competition among space media 
that carry—or would like to carry—most of 

en re Page 76 

The martini is “that noble gem of modern social 
entertainment” in the view of Otis & Lee, and 
it’s holding a contest in honor thereof . .. Page 80 

Gerber’s using Kate Smith because it’s found that 
young mothers’ free time is mostly in late af- 
ternoon 

ABC-TV sweated out a tough one last week. It 
had lined up 27 stations for the Don McNeill 
show. Philco insisted on 30 stations. What hap- 


errr err rer re Page 95 
REGULAR FEATURES 

Ad Market Place .. .86 In Washington ..... 52 
Along Media Path ..70 Mail Order Clinic . .75 
Conventions ....... 67 Obituaries ...... 54, 89 
Creative Man ...... 74 Photo Review ...... 60 
Dept. Store Sales .. .69 Private Lines ...... 95 
a 12 Rough Proofs ...... 12 
Employe Relations .75 i 74 
Eye & Ear Dept. ..75 Production Tips ....75 
Getting Personal ....16 Te sebactecduase 82 


Info for Advertisers 86 What They're Saying 12 


Last Minute News Flashes 


Scheideler, Beck & Werner Announces Accounts 
New York, Sept. 14—Scheideler, Beck & Werner, the agency which 
recently was carved out of Duane Jones Co., has announced the 
acquisition of Wesson Oil & Snowdrift Sales Co. (MFB, Quick-Blend 
and Tavol); MclIlhenny Co. (Tabasco); International Salt Co. (Ster- 
ling, Red Cross and Purity salts). These new accounts are in addition 
to Manhattan Soap Co., Marlin Firearms Co., and G. F. Heublein & 
Bro. which were announced previously. Mr. Jones has not yet filed 
suit against some of his former executives as he has said he would. 


New Florida Citrus Label May Rival Sunkist 

Tampa, Sept. 14—-The signatures are not on the contracts yet, but 
when Florida Citrus Exchange completes negotiations to purchase all 
Snow Crop processing facilities from Clinton Foods, it will signal the 
start of a major effort to counter the California citrus growers’ efforts 
to crash the concentrate field. Florida growers are worried about the 
challenge. A new Florida citrus label will make its debut following 
completion of the agreement. 


Tricolator Introducing Drip-Filter Coffee Maker 

New York, Sept. 14—Tricolator Co. will promote “America’s first 
drip-filter coffee maker” via half-pages this fall in Bride’s, Bride’s 
Reference Book, House Beautiful, House & Garden, Living for Young 
Homemakers and Modern Bride. Lewin, Williams & Saylor is the 
agency. 


Puerto Rican Rum Institute Seeking Agency 
New York, Sept. 14—McCann-Erickson, which has handled the 
Puerto Rican Rum Institute promotion since its inception two years 
ago, will not handle the account after the current contract ends in 
March, the institute told AA today. At least two agencies are bidding 
for the account, which spends more than $1,000,000 annually. 
(Additional News Flashes on Page 93) 
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NIAA Will Study 
AA Proposal to 
Defer Ad Funds 


CuIcaco, Sept. 11—The National 
Industrial Advertisers Assn. has 
appointed a committee to study 
thoroughly the suggestion made in 
an editorial in 
ADVERTISING AGE 
April 16 that ad- 
vertising funds be 
made tax-defer- 
able. In a lunch- 
eon speech to the 
Chicago Business 


Papers Assn 
yesterday, John 
Fletcher Apsey 


Jr., NIAA presi- 
dent, disclosed 
that investigating 
the idea will be 
of the group for 


John F. Apsey 


a major project 
1952 


“Ap Ace kicked it off,” Mr. 
Apsey, advertising manager of 
Black & Decker Mfg. Co., Towson, 
Md., said, “and G. D. Crain Jr., 
AA publisher, presented it to our 
board meeting.” While details of 
organization and policy have not 
been decided, Mr. Apsey promised 
full attention to the idea. 

Ads are not as necessary in a 
defense economy where civilian 
production is restricted, Mr. Apsey 
declared, but since tax dollars are 
available manufacturers use ad- 
vertising anyway. Black & Decker 
expended as little as 2.7% of its 
sales for advertising during World 
War II, he said, and even some of 
that money could have been put 
to better use under the deferred 
funding plan. 


ws “If we could persuade the U. S. 
Treasury Department to permit 
advertisers to appropriate a budg- 
et each year but to be allowed to 
use or carry over the funds to later 
years as business fluctuations dic- 
tate, we could help business con- 
siderably,” he stated. 


Among safeguards needed for 
sound administration of the pro- 
gram, Mr. Apsey said, are requir- 
ing proof of sound history of ad- 
vertising performance; a time limit 
for using up funds; verifying ac- 
counting procedures and the actual 
funding of money, and penalty 
provisions for violations. 

Another program which Mr. 
Apsey announced for NIAA next 
year is the NIAA Industrial Ad- 
vertising Research Institute. Set 
up earlier this year as a committee 
of the group, the research project 
was considered so important by 
former president Ben Chapple that 
the permanent institute was 
formed. 


se Unconditional contributions 
ranging between a probable maxi- 
mum and minimum of $5,000 and 
$250 are being solicited this fall, 
and a $75,000 budget is estimated 
for the year. Three-year pledges 
are being sought to add soundness 
to the program, with contributors 
electing six trustees, headed by the 
NIAA president, to administer the 


a man who knows how fo sell Seattle .. . 


Says Mr. Davis, “In selling our General Foods products to the expanding market 
of Seattle and the Puget Sound area, we use The Post-Intelligencer consistently, 


and with excellent effectiveness. 
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CLIFFORD W. DAVIS 


merchandising in markets all over the United States. 


is a man with an enviable record of successful food sales and 


Now the 


Pacific Northwest district manager of General Foods Sales 


General Foods 


Division, 


Corporation, 


his knowledge of 


specialized problems in this area is unsurpassed. 


—and the P:I. gets results!” 


Mr. Davis KNOWS how to tell Seattle. 


merchandising field, knows that in this area The Post-Intelligencer has impact 


out of all proportion to other media. 


PEOPLE WHO BUY... READ THE P.-I. 


Ty, SEATTLE 


With us at General Foods, results are what count 


He, like other top leaders in the 


/POST-INTELLIGENCER 


. PRESENTED ade 


Y BY HEARST ADVERTISING SERVICE 
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see them all FREE . see them BETTER! 
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GENERAL GP evectaic 


FALL PITCH—This color page in Life and | 

The Saturday Evening Post is the first | 

in a new General Electric series. Maxon 
Inc. is the agency. 


funds. 

“We do not want even the stig-| 
ma of control by big contributors,” 
Mr. Apsey said in explaining why 
the $250 minimum is being con- 
sidered. “The bigger companies 
need NIAA less,” he continued, so 
the group is encouraging smaller 
firms to join the institute. 

The research branch will have) 
two criteria in choosing projects, | 
Mr. Apsey said—“general interest | 
to NIAA members and early and 
practical use.” He praised the Ad-| 
vertising Research Foundation for 
its business paper studies but felt} 
that more extensive and concen-| 
trated research data are needed 
before accurate conclusions can 
be drawn. There is also a need to 
interpret and simplify results, he 
said. 


s He pointed out that among the 
four publications studied by ARF, 
|none had controlled circulation, 
j}and that merchandising, profes- 
sional and institutional pub!ica- 
| tions have yet to be looked into. 
But he said that the “achievement 
so far has raised the reputation of 
business paper publishers.” 
| He declared that “lots more of 
the same kind of research is needed 
| to get projectable figures.” Among 
the problems the NIAA group will 
tackle are determining what are 
the most effective units of space; 
| what types of industrial exhibits 
are best; the relationship between 
| inquiries, readership and _ sales; 


| methods of determining an adver- 
tising budget; how effective indus-| 


| formulas researchers present,” 


| needed.” 


trial advertising is in foreign mar- 
kets, and how best to produce an 
industrial catalog. 


s The institute also will seek a 
method for evaluating inquiries 
from ads. It will collect case his- 
tories and check how and from 
whom the inquiries were received, 
what sort of followup was used, 


|“and then try to devise a plan.” 


Mr. Apsey noted that the begin- 
nings of business paper research 
have altered many erroneous con- 
ceptions. 

“Previously, circulation was the 
key to the sales story. Although in- 
dustrial admen aren't quite smart 
enough to see through the weird 
he 
said, “we do recognize the com- 
petitive situation among business 
papers and that creative selling is 
The competitiveness led 
to the ARF studies, and everyone 
joes benefitted, he declared. 


| @ It is up to the salesman to sell 
each ad prospect individually, Mr. 
Apsey stated. Publishers would be 
doing themselves a good turn by 
gathering field data and reaction 
to products for their advertisers. 
“You say that is our problem,” he 
said, “but you can help. Too many 


| space salesmen just read circula- 
| tion statements that have little to 


do with our particular product and 
problem.” 

“A salesman should prepare for 
each interview,” he said, “and 
{should know his prospect’s time 
schedule. Black & Decker made up 
its fall schedule in July, and six 


| salesmen were made quite angry 
| because they had to be told they 


arrived too late for consideration.” 

Mr. Apsey related how one sales- 
man from a merchandising publi- 
cation talks to dealers and distrib- 
utors of B&D products, “always 
makes good suggestions when he 
talks to me and never has any 
trouble getting in to see me,” Mr. 
Apsey added. 


@ The defense cooperative com- 
mittee, formed by NIAA last year, 
is currently working with Penta- 
gon officials in Washington, Mr. 
Apsey told the CBPA, to discuss 
what help industrial advertising 
can be in a war economy. 
Although the program will par- 
alle] that of World War II—i.e. up- 
holding morale, cutting down ab- 
senteeism, maintaining security, 
etc.—the program will now be or- 
ganized within the association. 


DUPLICATE Ort sINAL 


PROCESS 


ENGRAVING Ph) 


AT IMP RTANT SAVINGS 


* An exclusive development. 
Where multiple insertions of 


the same ad bre ~ak 
yossible to furnish 


it is now f 


simultaneously 


each publication its own 
originals and progressive 
proofs at a cost only 
slightly above patent- types. 
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600 W. Van Buren Street, Chicago ¢ 
Telephone STate 2-5367 


2 Mees j 
. ‘ 
- seamnnane oon Pg : 
i oe a Sa 
2 7 G) PO 
; a 
gt. 
7 po | 
: its A Cease ~ ; ii Posts : 
= SS Me oe >: od 
+ ' sts SUGAR ; HARES, wnett = 
_ Wah Le. Wy, a ee ‘ 
bf B ait . ; . ea ‘ ‘ 
fan : zo - ef ¥ 7 _ e j 
=| | res Te Baer 2 Wans , & 
a : - ™ so kio ie \F -, Pos? Cant 
ee Sas Ba NS, 
a nef. <> «ay a "et ‘ Cort Flag oe . 3 a P= ez “ a 
it is i ~~ Bi gae Py 
nw ‘ 5 m7 Di ent ee. 
a i "Ton J ° M < a _ ‘5 _ fe> 
4 3 Posaaw aw 4 es 
if a. ' errs (seas ~\s. = 
cs | Orme b. = -_- lhl rm \\ g ~< ow Rice yy ieee we 
3 - ae ms % * se ; 2 é Res pee. *, e = i : Mego? og 
3 } ~ ay : _—s, , 
4 Gz: a wine oj 
a ———— ee 
ie | 
‘ | ee 
: KG 4 Hb SOW. yt 2 ELE ERE ESS 
3 OL Vee - (ZLEZ sees ses ; 
ae Se 
; aa arateatsteece 
a Di = FF 
gg rrrrrrr—“‘iCsis‘“‘“‘zia “CSC ———< sr, 
; SS a sabi: | 
: EE cc, es ; Se 
, Sess ce 
: es ee Soe 
: ian ease 
| a Bee po pec 
: site Staretetansse 
; a D0 ee pe 
[ : SE. pie 
a | | ef JF 
ts, eaten hal ers Gee 2 ee Ca a al RN RN al TIER ee | 
? Pr Bc 
. ae Re eee [Saki 
: 2 - . 5 : _ —_ | cia sete, 


YOU WON’T SELL MUCH VICHYSSOISE... 


Every day at approximately 12:45 pm in 
restaurants throughout America, about 13 mil- 
lion businessmen ask about 3 million waiters 
this question: “‘What’s good today?” Each one 
of the businessmen is looking at a complete menu 
when he asks the question. 


Waiters sell better than menus. People 
sell better than paper. 


Now suppose you had these people selling 
for you: 


FRED ALLEN, LOUIS ARMSTRONG, EDDY ARNOLD, 
CHARLES BOYER, DAVID BRIAN, EDDIE CANTOR, JACK 
CARSON, MINDY CARSON, IMOGENE COCA, PERRY 
COMO, JOAN DAVIS, JIMMY DURANTE, DOUGLAS FAIR- 
BANKS, Jr., JOSE FERRER, ED GARDNER, PHIL HARRIS, 


.. UNLESS YOU USE THE HUMAN VOISE 


ED HERLIHY, PORTLAND HOFFA, BOB HOPE, DEBORAH 
KERR, BERT LAHR, FRANKIE LAINE, VIVIEN LEIGH, FRANK 
LOVEJOY, PAUL LUKAS, DEAN MARTIN AND JERRY 
LEWIS, GROUCHO MARX, DOROTHY McGUIRE, LAURITZ 
MELCHIOR, ETHEL MERMAN, ROBERT MERRILL, RAY 
MIDDLETON, RUSSELL NYPE, MARGARET O'BRIEN, SIR 
LAURENCE OLIVIER, EDITH PIAF, EZIO PINZA, JANE 
POWELL, PHIL SILVERS, SONS OF THE PIONEERS, HAN- 
LEY STAFFORD, DANNY THOMAS, MARGARET TRUMAN, 
EVELYN VARDEN, JIMMY WALLINGTON, CLIFTON WEBB, 
MEREDITH WILLSON, ED WYNN 


... and Tallulah Bankhead, dahlings. 


These are the people who would sell better 
than paper for you on NBC’s THE BIG SHOW: 
Sundays 6:30-8:00 pm. Cost: $12,408 per week, 
time and talent, for a quarter-hour segment. 
Available in 13-week cycles. 


w ot  « a “yy a i & | e + we re) r « a service of Radio Corporation of America 
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Senators Criticize 
Army, Air Force 
Radio Time Buying 


(Continued from Page 1) 
through Grant Advertising Co., 
Chicago agency handling the re- 
crulting account. 


@ “This program, at the time, was 
one of five radio and TV shows 


Sick of Bum Art, high prices? 


presented at various times and 
under different combinations of 
stations and networks, and aimed 
at various types of listening au- 
diences in order to make the 
widest possible appeal to young 
men and women to join the Army 
and Air Force,” he told senators. 


Sen. Leverett Saltonstall (R., 
Mass.) defended the recruitment 
program, pointing out that vol- 


unteers make the best servicemen. 
“Over a long period of time any 
money which is spent for public- 
ity for procurement of volunteers, 
if well spent by competent people, 


could save some money by stop- 
ping the elaborate multi-million 
dollar advertising, publicity and 
propaganda campaigns of our gov- 
ernment agencies.” 


s During appropriations commit- 
tee hearings on the defense bud- 
get, department officials outlined 
a series of campaigns to recruit 
nurses, medical technicians, avi- 
ation cadets, doctors, skilled vet- 
erans, and particularly women. 
Officials said the services have 
only 15,000 Wacs and Wafs, to- 
ward a goal of 60,000. 


Advertising Age, September 17, 1951 


$735,000 for radio and TV—mostly 
radio; $525,000 for magazines; 
and $400,000 for publicity, sales, 
training and films. 

This is a 50% cut from last 
year, officials said, but is suffi- 
cient “to keep up the continuity 
established in the past five years.” 


Kraft Foods Co. Elects 
G. C. Pound President 

G. C. Pound, executive v. p. of 
Kraft Foods Co., Chicago, has been 
elected president of the company. 
John H. Kraft, president since 
1943, has been named chairman of 


Magazine Groups, 
‘Town & Country,’ 
‘Charm’ Rates Up 


New York, Sept. 14—Town & 
Country has announced a flat $100 
increase on all varieties of pages 
and covers, effective with its Jan- 
uary issue. For example, a b&w 
page will go from $1,000 to $1,100; 
a four-color page from $1,400 to 
$1,500, and a back cover from $1,- 
700 to $1,800. Fractional pages will 
change proportionately. 


it Fo bye de prestige of top a is of value to the taxpayers.” The $3,100,000 advertising fund the board, oe James L. While increasing its guarantee 

ill, for your ad under our repro plan. Select Se ie ; elt. | tea > ae ationa) raft, founder of the company, from 3,000,000 to 3,100,000, as of 
i from 4000 subjects, pay Sen. Aiken noted that the ad includes $2,100,000 for national who has been elected chairman | a pri} °52. the Special Five M 

$1 for those you use. Vertising agency would get “per- advertising and $1,000,000 for lo- emeritus. Formerly southwestern pril, ‘52, e Specia ive Maga- 

—— agencies, Natl. haps as much as $22,500” for buy- cal activity. The national fund is division manager for Kraft Foods |zine Combination of True Ro- 

ested p. ytd , ing the program. “It seems to me earmarked to provide $420,000 3 C Loftis has been elected ex. "ace, True Experience, True 

" rd * , © ; 

* w nam st + san Manco scaw, that here is one place where we for newspapers and supplements; ecutive v.p. rv s A by omen = — 
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— Women's Group) will raise the 


cost of a b&w page from $6,000 to 
$6,600 and a four-color page from 
$9,310 to $10,240. At the same 
time, a b&w page in True Story 
Women’s Group will go from 
$10,800 to $11,250, and a four- 
color page will cost $16,920 instead 
of the current $16,245. The guar- 
antee remains unchanged. 


e In February the cost of a b&w 
oa page in Charm will move from 
; $2,050 to $2,350 and a four-color 
page, which now costs $2,900, will 
be $3,325. 

American Family in February 
will match a 50% guarantee in- 
crease with a 35% rate hike. With 
its new 750,000 guarantee, a b&w 
page, currently $1,500, will cost 
$2,025, and a four-color page will 
cost $2,750 instead of $2,030. 

Through Nov. 15 the Alford 
Baby Group will accept advertis- 
ing for 1952 at the current rates, 
but after that time new rates ef- 
fective in January will apply. A 
'b&w page will then move from 
$990 to $1,150. 

Dell Modern Group will raise 
rates as follows with January is- 
sues: b&w pages will go from 
$5,000 to $5,600; four-color roto 
will go from $7,515 to $8,425. The 
group recently announced a new 
system of discounts (AA, July 2). 


le Rate increases for its South 
| Pacific editions were announced 
by Reader's Digest International 
| Editions, to be effective with 
March, 1952, issues. New b&w 
rates: Australian, $459 (as com- 
| pared with $395); New Zealand, 


Above — Wabounsee County Herefords have 


F U R | L L | re) N Cc A TT L E A N D been putting on plenty of fat and will be $178 (as compared with $137); 
‘@) M <= ready for market early this winter. combined, $585 (old price was 
$496). 
GREEN ER KANSAS PASTU RES The Digest, now distributing a 
a folder containing 1952 rate cards 
sis : for all 26 international editions, 
Tere were only four other states wheat and other crops. Well, as a said the monthly aa guaran- 
in the country with more cattle on crop state, Kansas does right well, teed circulation of the Australian 
pasture this summer than in Kansas thank you—but consider these figures edition is being raised from 275,- 
where never in its long history of for 1950: 000 to 300,000, and the New Zea- 
balanced agriculture, has its blue stem Cash income from crops, $435,- en ee eee oe 
, ‘ ” 75, 4 
} a buffalo pastures been caller or 112900: from livestock and livestock A ae rN 
¥ greener. products, $565,678,000. of everything which goes into pub- 
i And since corn and every forage A Great Year for Kansas Farmer lishing a magazine,” Arkansas 
op imaginable promise a bountiful S : ‘ Above—Blue stem gross at close range. An | Farmer has hiked its line rate 
5 crop imagine P . Yes, during 1951 so far, farm paper unusual photo that shows size but not the 


harvest this fall, thousands upon thou- 
sands of those fat cattle will reach the 
tables of the nation as rich prime beef. 


advertisers have expressed their pref- protein quolities of this wonderful grass. beeen 70¢ to 80¢. 


erence for Kansas Farmer in ever in- Below—A fine corn crop all over Kansas. 
creasing numbers over other media for . . 
reaching the Kansas Market. This year 


| SPRINGFIELD, MASS.. 
PAPERS RAISE RATES 


’ . . . . A i- ; 
Perhaps as the Number 1 wheat promises to be ene of fine gains in A , — 
state - the country (126,000,000 commercial lineage — reflecting that e SPRINGFIELD, Mass., Sept. 14— 
te : ng advertisers as well as 120,000 sub- ‘ The combination rate for the 


ae bushels this year) Kansas may have 
x earned the reputation of getting most 
of its farm income from the sale of 


Springfield News and Union will 
| increase 5¢ a line to 40¢ on Oct. 1, 
and the Sunday Republican will 
| add 6¢ to the current 19¢ rate. 
| Rotogravure rates will go from 
| 28¢ to 35¢ per line in the Republi- 
| can, and a comics page from $450 
to $520. 
| 
| Oval Girdle Campaign Breaks 
Vanity Corset Co., New York, 
started a campaign Sept. 16 which 
| will run through December for its 
|new Oval girdle. The promotion 
broke with an insertion in the 
New York Times Magazine. Pages 
and other large space are sched- 
uled in other, as yet unannounced, 
Sunday magazines. Irving Berk 
Co., New York, is the agency. 


scribers have utmost confidence in a 
publication that leads editorially in 
better farming and better living. 


THE BUSINESS PAPER OF KANSAS FARMERS 
Editorial and Business Offices e Topeka, Kansas 
Published by Capper Publications 
Largest Agricultural Press in the World 
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-oets to the 


Fg oe 


heart of America 


General Douglas MacArthur is one of the most 
controversial figures in the world today. There 
is hardly an American who does not have a 
strong opinion about him. 


Yet in spite of all the stories and reports that 
have been broadcast, printed, and filmed, few 
people know the story of his private life, of the 
life of his family. 


Now the story is being told. It is being told by 
the man qualified to tell it, Colonel Sid Huff, for 
fifteen years the General's personal aide. And 
it is being told in the place America would 


expect to find it, in The Saturday Evening Post. 


For generations America has looked to the 
Post for information on the people and the issues 
of the day. And over the years the Post has won 
a place in the mind and heart of a nation that 
no other magazine has attained. 


Not only do readers spend more time with 
the Post. They believe it more reliable. They 
have more confidence in it. This feeling has made 
the Post the first place for advertising. First in 
number of pages. First in effectiveness. 


The Post gets to the heart of America. 


comprehensive study of weekly 
magazine reading reveals that: 


Readers spend more time with the Post 
Readers return more often to the Post 
Readers believe the Post is more reliable 


Readers have more confidence in products 
advertised in the Post 


Readers pay more attention to advertis- 
ing in the Post 
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TV Thaw Won't Mean Early Construction 
of Many Stations, GE’s Baker Declares 


CLEVELAND, Sept. 11—‘‘Members 
of the television industry who look 
upon the lifting of the freeze on 
TV stations as the palliative, if 
not the cure-all, for many of the 
industry’s ills are going to be 
disappointed when the freeze is 
finally lifted.” 

Dr. W. R. G. Baker, General 
Electric Co. v. p. and general man- 
ager of G. E.'s electronics divi- 
sion, voiced that prediction at the 
National Electronic Distributors 
Assn. convention here yesterday. 

Terming his views “realistic 
rather than pessimistic,” Dr. Ba- 
ker said: “If a city is a good mar- 


ket area, if it is on the coaxial 
cable or relay network or within 
one microwave link of the cable, 
if it has only one applicant for 
permission to construct and oper- 
ate the station, then, according to 
our market research experts, it 
has a pretty good chance of get- 
ting on the air in the next two 
years. If any one of these items 
is missing, it may be five years.” 


s Dr. Baker estimated that two 
years after the lifting of the freeze 
there will be 248 VHF stations 
and 36 UHF stations operating in 
the U. S. Five years will see a 
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UHF, a total of more than 500 Baw Adapter for Color TV 


Stations, he believes. 


Allen B. DuMont Laboratories, 


Dr. Baker said that in future Clifton, N. J., has introduced a 
evaluation of various electronic) cojor television adapter, called the 


contributions to human advance- 
ment “television may have had the 
greatest impact, but industrial 
electronics may far outshadow TV 


DuMatic Switch, which will en- 
able current b&w set owners to 
pick up CBS color programs in 
b&w. The adapter will sell for 


in its effect upon our standard of less than $20, the company re- 


living and way of life.” 


Nat Wolff Named Y&R V. P. 

Nat Wolff, radio director and 
motion picture executive, has been 
named v.p. in charge of radio and 
TV production of Young & Rubi- 
cam. He will operate from New 
York and Los Angeles, but the 
former will be his main office. 
His most recent association with 
radio has been as producer-direc- 
tor of “Halls of Ivy,” sponsored 
by Schlitz over NBC. 


Metro Names Eberhardt 


Paul Eberhardt, formerly sales 
representative for the New York 
Herald Tribune, has joined Metro- 
politan Sunday Newspapers as an 
account executive. 


ported, aad can be installed by a 
local serviceman in an hour. 

At the same time, DuMont intro- 
duced an ultra high frequency 
converter. This may be used on 
present very high frequency sets 
to receive UHF telecasting when 
it is made available commercially. 
| 
| Ben Feiner Joins CBS-TV 

Ben Feiner Jr., formerly associ- 
ate producer for Metro-Goldwyn- 
Mayer Pictures Corp., has been 
appointed executive producer for 
the CBS television division, to 
| work out of the Hollywood office. 


| ‘Leatherneck’ to Cahill 


John J. Cahill & Associates, San 
Francisco, has been appointed to 
represent Leatherneck in 11 west- 
ern states. 


in newspapers... with Reilly Plastictypes 


Advertising Age, September 17, 1951 
|minimum of 343 VHF and 166 DuMont Makes UHF Converter, 


You'll sell the sparkling gleam of teeth brushed 
sweet and clean when your product is toothpaste 
... your newspaper plates, Reilly Plastictypes.® 
® Yes, whatever the merchandise, you'll do it 
full newspaper justice with a Reilly reproduction. 
You'll give it sharp outlines, detailed definition, 
sparkling clarity—in short, everything that serves 
your selling purpose best. 

> What makes a Reilly Plastictype better? Exclu- 
sive Vinylite molding for greater tonal value... 


REILLY 


Creators ef Better Plates 
for Betior Printing 


unique Reilly Duramatrix for full depth retention. 
Routing depth guaranteed at 55 thousandths of 
an inch... the greater experience and skill of 
teams of Reilly specialists on every step in pro- 
duction. 

& Who says Reilly Plastictypes are better? Over 
350 national newspaper advertisers who use over 
one million of them a year, and your experience- 
seasoned Reilly representative. Ask to see the proof 
in his tearsheets or use the handy coupon below. 


PLASTICTYPES 


Show me why your Plastictypes will give me 
better reproduction in newspapers. 


Reilly Electrotype Co., 305 E. 45th St., New York 17, N.Y. 


ANA’s TV Study 
Draws Fire from 


AM Broadcasters 


New York, Sept. 14—Comments 
were still coming in this week on 
the Assn. of National Advertisers’ 
third report on the “Impact of 
Television on Radio listening” 
(AA, Sept. 10). 

Paul W. Morency, general man- 
ager of WTIC, Hartford, and 
chairman of the Special Affiliates 
Committee, originally set up in an 
effort to hold the line on radio 
rates, expressed regret that the re- 
port, which “assumes” that “radio 
listening in television homes con- 
tinues to approach near-elimina- 
tion during the evening hours,” 
came out at this time. 

He explained that representa- 
tives of the committee had met 
with representatives of the ANA 
to consider what fields of endeavor 
could be jointly discussed with 
propriety and how to approach 
them. Another meeting was—and 
still is, he hopes—to be held. 


{@ Mr. Morency personally believes 
an approach which merely at- 
tempts to show what TV has done 
to one other advertising medium— 
radio—is somewhat limited. He 
emphasized that he was speaking 
as an individual broadcaster and 

|not voicing the opinion of the 
special committee which he heads. 

“If such studies are to be made, 
they should show comparable data 
indicating the effect on all adver- 
tising media,” he said. 

“Broadcasters don’t have their 
heads in the sand, but they believe 
there is more to this than the ef- 
fect on one medium.” 

If television has such an impact, 
it must be affecting other advertis- 
ing media as well as radio, he con- 
tinued 


@ “Suppose a housewife in a TV 
home used to spend 40 minutes a 
day reading the evening paper be- 
fore she got her set,” he said. “Now 
she spends just 20 minutes a day 
reading the paper. This could mean 
a cut of 80% to 90% in her atten- 
tion to advertising. If such is the 
case, this is the sort of data which 
should be made available.” 
Unless the subject is broadened 
to show TV's impact on advertising 
media generally, the broadcaster 


| thinks radio might be well advised 


to start competing with newspa- 
pers and magazines on their own 


| basis—that is, to count the poten- 


tial circulation, find a good pro- 


| gram and put it on the air—and 


perhaps “drop the Hoopers and 
Nielsens.” 

“Radio has tried hard and most 
assiduously to get good data for 


| advertisers. But it seems odd that 


the buyer should expect the utmost 
detail from one medium and ac- 
cept a...simple statement—an 


| ABC circulation figure—from an- 


other,” he said 


‘TV Star Parade’ Bows 


TV Star Parade, a new video 
fan magazine published by W. M. 
Cotton, head of Ideal Publishing 
Corp., New York, is now on the 
newsstands. At the outset the 
company is not soliciting adver- 
tising for the magazine, which will 
be published quarterly. 


Clittord Coch Joins ‘Quick’ 
Clifford Coch, formerly an ac- 
count executive with Publicis Ad- 
vertising Agency, Paris, France, 
has joined Cowles Magazines, New 
York, as assistant to Joel Harnett, 
promotion manager of Quick. 


WARK Joins CBS-Radio 
WARK, Hagerstown, Md., will 
affiliate with the CBS radio net- 
work, effective Oct. 1. The 250- 
watt station is the 200th outlet to 
join Columbia. 
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RaRE exception today is the 
company which does not have 
to sell more just to break even. 
Just a small decline in sales 
may result in operating in the 
red. 

Advertising today must be 
looked to more than ever to 
bring in the volume essential 
to profit. More importantly, to 
produce the required volume, 
advertising must be geared to 
more rigorous competition 
and to dovetail with the domi- 
nant trends of retailing. 

From its observations of 
advertising and selling in the 
important Chicago market, 


the Chicago Tribune has de- 


ths 
<5 


vised a basic procedure which 
can win greater sales and a 
stronger market position for 
your brand. Operating under 
it, you can turn to your ad- 
vantage today’s trend toward 
fewer brands per line and self 
service. 

You can get larger store 
inventories, better shelf posi- 
tion, and a greater share of 
the day-to-day buying of con- 
sumers. You can build a con- 
sumer franchise effectively re- 
sistant to the sales drives of 
competitors. 

Successful in Chicago, the 
plan can be used with profit 
in any market. It does not in- 


af ne a ee 
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terfere with present successful 
methods. It reinforces them, 
winning the enthusiasm of 
your sales staff and distrib- 
uting organization. 

Retailers are not interested 
in stocking and pushing a 
brand which their customers 
are not interested in buying. 
The Chicago Tribune plan 
meets this challenge squarely. 

If you would like to find out 
more about how this plan can 
fit into your operations and 
strengthen your market posi- 
tion, a Tribune representative 
will welcome an opportunity 
to go over it with you. Ask him 
to call. Do it today. 


CHICAGO TRIBUNE 


THE WORLD’S GREATEST NEWSPAPER 


CHICAGO TRIBUNE REPRESENTATIVES: 
New York Cit Detroit San Francisco Los Angeles 
A. W. Dreier E. P. Struheacker W. E. Bates Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
1333 Tribune Tower 220 E. 42nd St. 155 Montgomery St. 1127 Wilshire Blvd. 
MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


Be ke) 


Designed to produce the stepped up volume you 


need to maintain your profit position— 


The Chicago Tribune 
onsumer-Kranchise Plan 
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Playskool Is Exception to Toy Ad Rule; 
Its Budget Is Higher, Schedule Longer 


(Picture on Page 1) 

Curcaco, Sept. 12—Among those 
who agree that toy manufacturers 
invest too little for advertising— 
and that retailers tend to play 
down brand names (AA, Sept. 10) 

-is toy manufacturer R. G. Mey- 
thaler, president of Playskool Mfg. 
Co. here 

Mr, Meythaler pointed out to AA 
today that Playskool is an excep- 
tion to both those rules, and its 


past advertising and stress on the 
Playskool 
paid 
company 


name 
dividends. 
this 


has accordingly 
Furthermore, the 
fall will boost its 


22 MONUMENT SQUARE 
PORTLAND MAINE 


total ad budget to more than $100,- 
000 for Playskool] educational toys 
and Lincoln Logs. Playskool Mfg. 


Co. is the largest of 200 companies | 


in the U. S. that make educational 
toys. 

Playskool's largest national cam- 
paign opens in October with full- 
page ads in Good Housekeeping, 
Parents’ Magazine and Woman's 
Day. Other smaller ads will appear 
in a long list of magazines and 
trade publications. This cam- 
paign is designed to stimulate toy 
purchases year-round, leveling off 
the Christmas sales peak—and 
thus broadening the toy selling 
season. 


@ Test ads previously run by 
Playskool during September and 
October pulled almost as high sales 
results as did the standard Novem- 
ber-December Christmas promo- 
tion used by most toy manufactur- 
ers, according to M. J. Fink, v.p. 


and sales manager. 

Another device for lengthening 
selling seasons has been introduced 
in Playskool’s basic copy theme. 
Playskool toys are not advertised 
as “hot items,” but rather as im- 
portant tools to aid child develop- 
ment—thus creating a year-round 
market. 

The company’s agency is Irving 
J. Rosenbloom Advertising Agen- 
cy, Chicago. 


True-Vue to Morton & Clyde 


Morton & Clyde, Portland, Ore., 
has been named agency for Tru- 
Vue Co., Portland, maker of three- 
dimensional stereoscopic viewers 
and films. Trade publications will 
be used starting with two-color 
pages in September and October 
issues of Playthings. Five-color di- 
rect mail folders are being sent to 
retailers. 


Dunham Joins ‘Journal 

Tom K. Dunham, formerly with 
A. W. Evans Co., Los Angeles 
agency, has joined the sales de- 
partment of the Journal, Portland, 
Ore. 


Advertising Age, September 17, 1951 


Publishers Explore 
Methods of Avoiding 
Higher Postal Rates 


(Continued from Page 1) 
ating members would like some 
organization to handle distribution 
—but not sales and renewals. 

The Emergency Committee of 
Small and Medium-Size Magazine 
Publishers went on record at a 
special meeting here this week 
“against discriminiatory rates as 
voted by the Senate last week.” 
The Senate voted for 20-20-20% 
postal rate hikes annually over the 
next three years for magazines, 
against 10-10-10% hikes for news- 
papers. 


s A spokesman for the committee 
told AA that the Senate action will 
be especially harmful to small 
magazines, which are being penal- 
ized, whereas large newspaper 
publishers and chains of newspa- 
pers are given preferential treat- 
ment. 
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Write for 3 new folders on 
Food Sales Facts in Oregon 


< " 
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«for example, the 22 owners of neighbor- 
hood-located Northwest Food Stores featur- 
ing brand name products that top Oregon 


shopping lists! 


Organized to advertise as a group, Northwest 
Stores sell with The Oregoman! A full page 
every week delivers a big brand name mes- 
sage into 34,865 more shoppers’ homes than 
reached by any other Oregon Market® news- 


paper. 


Results for you: A half-million baskets 
of brand names first month . .. volume 


up 25% in all stores! 


You can get more store-owner push and shop- 
pers’ acceptance for your products when you 
use The Oregonian, giving you (and helping 
grocers sell) 230,801 families daily. Meet them 
in their newspaper —The Oregonian! 


* The Oregon Market gives you all Oregon 
and 7 Southwestern Washington 


counties like this: 


City & Retail 
Trading Zone 


47.9% Market Food Sales 


Balance of 
Oregon Market 


52.1% Market Food Sales 


pn esses ay 


THE 
OREGONIAN 
LEADS IN CITY 
AND RITZ 
PLUS FULL 
MARKET 
COVERAGE 
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PORTLAND, OREGON © 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


“Establishment of one rate for 
magazines and another for news- 
papers,” he said, “may be uncon- 
stitutional, and if the Senate postal 
bill is sustained by the House and 
signed by the President, it prob- 
ably will be contested in the courts. 

“Do Time and Newsweek, for 
example,” he asked, “qualify as 
newspavers because of their cur- 
rent newspaper-like handling by 
the Post Office Department? What 
are the magazine sections of the 
New York Times or the New York 
Herald Tribune? Are they news- 
papers or magazines? What are 
The American Weekly, Parade, 
Puck—the Comic Weekly, and This 
Week Magazine—newspapers or 
magazines?” Small magazines and 
business papers, AA was told, can’t 
use anything but the mails. Their 
circulations, generally, are too 
|small and too scattered to make 
the use of local carriers or pool car 

| shipments feasible. 
| 
|@ This was confirmed by Joseph 
E. D’Alton, president of D’Alton 
Shipping Co., an organization that 
handles pool car shipments for a 
{number of large publishers such 
as Crowell-Collier Publishing Co., 
| McCall Corp., S-M News Co. and 
| others. 

“Pool car shipments by small 

publishers are difficult,” Mr. D’Al- 

|ton said. “In the first place, the 
minimum rate required to get the 
lowest carload freight rate to dif- 
| ferent destination points runs from 
| 24,000 lbs. up to 80,000 Ibs. It var- 
,ies in different areas and on dif- 
| ferent railroads. Truck load mini- 
}ma range from 20,000 Ibs. to 30,- 
000 lbs., but generally truck rates 
are higher than rail rates. 


“Most small publishers can’t 
take advantage of pool car ship- 
ments because they can’t get 


enough quantity together for ship- 
ment to required reentry points for 
mail distribution. If enough of 
them were to cooperate on this,” 
Mr. D’Alton said, “they would 
probably find difficulty in step- 
ping up their closing dates to take 
advantage of shipments that have 
| to move out at specific times.” 


@ As an example of costs, Mr. 
D’Alton said that a magazine with 
|50% advertising content shipped 
from New York to California, 
which is in Postal Zone 8, would 
now take the present postal rate 
of $4.25 per 100 lbs. If shipped by 
freight car containing 80,000 Ibs. 
| of magazines in mail sacks, or bun- 
| dled to the postal reentry point in 
| California, the rail rate would be 
$1.59 per 100 lbs., the Postal Zone 
3 rate (original point of postal en- 
try) would be $1.75 and handling 
charges approximately 20¢ per 100 
lbs., for a total cost of $3.54 per 
100 lbs. This is a saving of 7l¢ 
per 100 lbs. over mailing in New 
York at $4.25. 

| If the 20% postal rate were to 
| become effective, the mail rate to 
| Zone 8 would be $5.10 per 100 Ibs., 
instead of $4.25. The rail freight 
rate at 80,000 lbs. minimum would 
be the same ($1.59). Postage at 
original point of entry in Zone 3 
would be $2.10 per 100 Ibs. instead 
of $1.75. Rail handling costs would 
remain approximately 20¢ per 100 
Ibs., for a total cost of $3.89, a 
saving of $1.21 per 100 lbs. over 
mailing in New York. 


@ Thus, use of rail freight by large 
magazine publishers to distant 
mail zones enables them to save 
| 71¢ per 100 lbs. today, and would 
enable them to save $1.21 per 100 
lbs. if postal rates were stepped 
up 20%. Some publishers are con- 
| sidering the possibility of setting 
/up non-profit cooperative distri- 
buting organizations, and also ne- 
gotiating new arrangements with 
newsstand distributors for han- 
dling subscription copies in cer- 
tain areas. These ideas, however, 
are still nebulous, and nothing is 
likely to jell until after Congress 
finishes with the current postal 
bill. 
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Home Owners KEEP UP their homes... and HOUSEHOLD families are 76% HOME OWNERS! 


That's what we mean by home families. Household families 
don’t hem and haw over putting money into their homes— 
not when 3 out of 4 own them! 

Home is everything to these two million families. They eat 
at home, play at home. . . do more furnishing, fixing, garden- 
ing. It’s never been otherwise in Household communities, 


HOUSEHOLD HITS HOME 


HOUSEHOLD nyecine 


Capper Publications, Inc. * Topeka, Kansas 


the small cities and towns under 25,000. 

In Household itself, home is everything, too—you'll find 
home activities from cover to cover. Home editorial, for home 
families, in the home towns of America. Perfect setting for a 
home product... yours! 
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With this announcement, CBS Radio opens the 
mass circulation of night-time, network radio to 


advertisers with limited budgets. Also, to large 
advertisers for special promotions. 


RED SKELTON, star-showman, star-salesman — 
and his 13 million listeners—are now available 
on a one-time basis. The cost: less than a color 
page in a mass magazine....Here’s how a one- 
time budget now fits big-time radio: 


QUESTION: How? 

ANSWER: Red Skelton’s regular half-hour show — one 
of the “top ten” in all radio — will be on the air for 39 
consecutive weeks, starting October 3. Each mass- 
market broadcast wiil be sold to a single sponsor (but 
a sponsor will not be limited to a single broadcast). 


QUESTION: How will advertisers use the show? 
ANSWER: To say something special with impact—as 
explosive as the laughter of Skelton’s listeners. ... Here 
is mass radio uniquely produced to launch a new prod- 
uct — kick off a drive — announce a contest....Here 
also is the perfect opportunity for the split-timing and 
commanding attention that many advertisers need for 
peak-selling seasons and holidays: Christmas, White 
Sales, Mother’s Day, Father’s Day, Straw Hat Time, 
June weddings and graduations. (Skelton ad libs over 
our shoulder: “For Thanksgiving, we can sell bogs 
and bogs of cranberries.”) 


QUESTION: Any merchandising tie-ins? 


A PIECE OF SKELTON ? 


ANSWER: Displays and mailings will flash the appeal 
of Skelton’s personality, tieing-in program, product, 
and purse at the sales counter. 

QUESTION: What's the time of broadcast? 

ANSWER: During a peak listening hour —9:00 to 9:30 
p.m., Wednesdays. Between the big-audience attrac- 
tions of Dr. Christian and Bing Crosby. 


QUESTION: How many stations in the Skelton line-up? 
ANSWER: Stations accounting for 91.4 per cent of the 
entire CBS Radio circulation are available for clear- 


ance, 


QUESTION: How many listeners on an average program? 
ANSWER: Year-in, year-out, Red Skelton in front of a 
microphone is a human, fun-making magnet. Last sea- 
son, he drew an average weekly audience of more than 
13 million people. 


QUESTION: How much does the show cost? 

ANSWER: $23,500 — including time. talent, and mer- 
chandising. To give this price a yardstick: For $23,500, 
you can tap a mass audience and listener-loyalty that 
took an annual investment of $1,500,000 to build. 


QUESTION: How will sponsors be scheduled? 
ANSWER: Solely on a first-come, first-to-profit basis. 


QUESTION: Are there any other answers? 

ANSWER: Just a reminder: 70 say things that get things 
started ...or to give a peak-selling season a higher peak 
than ever, RED SKELTON is your boy....For a program 
date that fits your needs, call your representative at... 


THE CBS RADIO NETWORK 
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Association of Magazine Publishers, 


EDITORIAL 
Editor, $. R. Bernstein 
Executive Editor, John Crichton 
Managing Editor, Robert Murray Jr 
Washington Editor, Stanley E. Cohen 
Feature Editor, Emily C. Hall 
Associates: New York: Maurine Brooks 
Christopher, Charles Downes, James V. 
O'Gara, Lawrence Bernard. Chicago: 
Murray E Crain, Bruce M. Bradway, 
Jariath J. Graham, C. P. Richman, Rob- 
ert Ginsburg 
Editorial Production, F. J. Fanning 
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Class Marketing Pays Off, Too 


There has been so much attention paid by marketing and adver- 
tising men, and by merchandisers of all kinds, to the American mass 
market, and to discussions of the decreasing differences between 
sections and regions, that we sometimes wonder whether the mass 
marketing notion and the idea of more and more standardization has 
not obscured a very important fact. 

That fact is the inevitable presence, in a population of more than 
150 million people, of sizable population groups who have a natural, 
instinctive desire to swim against the mass trend. Even so tiny a 
segment of the population as one-half of one per cent, it must be re- 
membered, now represents more than 750,000 people—no tiny market 
for a whale of a lot of products and services. 

A good many extremely successful businesses have been developed 

by deliberately catering to minorities; by eschewing the great mass 
Market and producing products or services which cater specifically 
and exclusively to small groups whose tastes or desires do not exactly 
coincide with those of the great masses. And it is our guess that in 
the years to come, much more will be accomplished in this direction, 
js the trend toward doing everything exactly as your neighbor does 
it, and buying exactly what everyone else buys, shifts slightly away 
from its present course. 
What we are trying to say is that the smart merchandiser realizes 
that there are at least two ways to compete in the market-place: One 
is to do pretty much what every one else does, and to attempt to do 
it better or more cheaply or more spectacularly; another is to leave 
the highroad, already overcrowded, and to explore the interesting 
and often rewarding byroads which everybody else is too busy or 
too lazy, or too highly geared, to investigate. 

“Everybody’s doing it” is an interesting phrase, but it is very 
seldom true. Inevitably, among so many millions there must be sizable 
numbers who aren't doing what everybody else is doing, or who would 
at least be willing to do something different if the opportunity were 
afforded them. 


Less Shadow and More Substance 


It was reading a news release the other day about a new depart- 
ment store floor layout which includes a “magic core”—the floors are 
so arranged that all service activities, including extra stock space, 
are grouped in the middle of each floor—which set us off on this 
tack. 

Advertising men probably are more responsible than any group 
in the population for developing fancy names for very simple devices 
or techniques, but this “magic core” designation for a purely utilitar- 
ian design operation indicates beyond a doubt that the practice has 
spread, unconsciously perhaps, far beyond the confines of pure pro- 
mofion 

We get the impression—and so do a good many other people—that 
the sole purpose of many product and service innovations is to supply 
a tag with promotional possibilities. Indeed, it would not be too sur- 
prising to learn that in some instances the name was selected out of 
very thin air and then something was done to provide a bit of sub- 
stance for it. 

Making the most of any special feature, ingredient or component 
which lends itself to promotional use certainly makes sense, and there 
can be no objection to it. 

It is important to bear in mind, nonetheless, that the shadow can- 
not replace the substance, and that a promotional name or phrase, 
no matter how excellent, has no meaning unless there is actually 
something behind it which is worth promoting. Latterly, too many 
“magic cores” have seemed to have practically no core at all, magic 
or otherwise. 


Bois = 
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Rough Proofs 

The Brown & Williamson tax 
case indicates that the percentage 
of coupon redemption often turns 


out to be the $64,000,000 question. 


}concerned over the 


Manufacturers of plastic print- 
ing plates are more than a little 
prospective 
shortage of copper for use in photo 
engravings. 

e 


“Magazines volume at alltime 
high, MAB reports.” 

With Congress threatening to 
double the proposed postal rate 


_ increase for magazines, this may 
sine be the time to overempha- 


size apparent prosperity. 
7 


| Shadow Wave, the new Pepso- 
| dent home permanent, will offer 
| “new style curlers with built-in 
|/end papers.” 

| Like the ads in the personal col- 
|}umns, this probably means some- 


“Stop screaming about government inefficiency, Fignewton. Judging from your 
pay check, they have a pretty smooth way of getting your taxes.” 


| thing to the right people. 


—Lichty in Chicago Sun-Times ° 


OPS has ruled that advertising 
agencies won't be required to file 
| price schedules, after all. Do you 


| suppose this government agency 


| has finally heard about the paper 
shortage? 


What They're Saying ; 


Consumer tests for a new prod- 


‘Insignificant’ Printed Piece | 
Is Candidate for Award 

“Reflections” is indebted to one 
of the pressmen of this establish-| 
ment for this thought. 

“Why is it,” asked this level-| 
headed pressman, “that neariy!| 
every printing sample that wins | 
an award is a fancy piece? The| 
judges ought to consider the i 
lity and the results and the cost—| 
not just a splashy, colorful tech- 
nique !” 

The man has a point. He of 
course was looking at it from a 
different angle; he happens to op- | 
erate a small press. The big pro-| 
cess color jobs pass him by and 
are assigned to one of the huge 
multicolor presses in this plant. | 
But his small one- or two-color | 
folder or “info tag” or bulletin, if 
it’s well planned and carefully! 
produced, may accomplish its mis- | 
sion in sales promotion just as suc- | 
cessfully, if not more so, than the 
de luxe brochure done in seven) 
colors. 

Sometimes just as much plan- 
ning, and a great deal of fine qual- 
ity presswork go into a small 
piece as a large one. And if the 
little “insignificant” folder pays 
off dollar for dollar as much as 
the fancy giant, then surely it de- 
serves far more credit than it’s 
been receiving. 

—"Reflections,” monthly booklet pub- 


lished by E. F. Schmitt Co., printer 
and lithographer, Milwaukee 


Trim Fat—Not Muscle 

Most of you are aware of the 
popularity of a book Elmer Wheeler | 
recently wrote for “fat boys.” It’s 
pretty clear from the way that 
book has been selling that a good! 
many people would like to lose 
weight. Yet nowhere in Wheeler's 
book or elsewhere in the rather 
extensive literature on reducing, 
will you find a suggestion that the 
weight of the body can be sub- 
stantially reduced by having an 
arm or a leg amputated. Many 


uct, reports the world’s greatest 
advertising journal, were con- 
ducted by the manufacturer “as 
quietly as possible.” This means 
that very few people outside of 
the competition heard about it. 


sales executives are going to face 
a fat-reducing problem within 
their own organizations over the 
next few months. My comments 
might be summarized as a strong. 
suggestion that &’s better to con- 
centrate on trimming fat than on e 
trimming muscle. 

Marketing research can be the 
strong right arm of the sales exec- 
utive, today, tomorrow, and 
through the stresses ahead. Use. 
that right arm to find the areas 
of expendable fat in your market- e 
ing operation. Use that rightarm AA says the Department of 
to provide the facts you need to Commerce has written a definition 
steer a safe, clear course through | of “small business” in almost in- 
the shoals ahead. If that right comprehensible terms. 
arm in your firm is atrophied from; But think of the fun the other 
lack of exercise, free it from its government agencies will have 
shackles. Use it now, and you will | trying to interpret it. 
find it can be even more powerful | 
in the years to come. ad 


—Richard D. Crisp, director of mar- i j 
ket research, Tatham-Laird Inc., in| McCreery - —_ gas on ts seek 
Essentials of Sales Management, Mar- top to advertise to the gals who 
keting Series No. 81, American Man-| work in the Empire State Bldg. 
- t ‘ . ‘ 
— Next thing will be a helicopter 


shopping service. 


Some people, says Stopette, 
| “think they perspire only in the 
| summertime.” 

But they are not the ones who 
regularly ride the subway. 


Blueprint for Business 
We have one working rule ° 


which, if foliowed consistently, More than 33,000,000 people 
helps to avoid a great majority of started back to school this month 
public relations errors. The rule is| reports the Office of Education, 
simply this: Never make any de-| which undoubtedly did not include 
cision, or take any action, if you| the 100,000 who are working on 
are not willing to see it described| cs correspondence courses. 
on the front page of your newspa- 
per. ° 

citer Beever 2nd <>, Mutal| ‘The International Typographical 

a business conference of the com-| Union, which is now publishing 

pany’s Top Club, some newspapers of its own, may 

develop a more sympathetic un- 

derstanding of the problem of try- 
ing to make the income dollar 
equal 100 cents of expense. 


‘Inflation for Beginners...’ 

The word “inflation” originally 
applied solely to the quantity of 
money. It meant that the volume 
of money was inflated, blown up, + 


overextended. It is not mere . 
pedantry to insist that the wenn People who write, edit, speak, 


should be used only in its original a enn — 
meaning. To use it to mean “a rise ll es eS eo 
in prices” is to deflect attention | rod the competition in that 


away from the real cause of in-| ,. , 
flation and the real cure for it. | field, too, is getting pretty tough. 
Copy Cus. 


—Henry Hazlitt in Business Week. 
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ITS FRANCHISE ONLY BY VIRTUE OF ITS PUBLIC 
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Fifteen years ago last month, the 
present management assumed direc- 


tion of The Philadelphia Inquirer. 


In general, what has happened 
during those fifteen years can be 
summed up with three brief sets 


of figures: 


Since 1936 Daily circulation has 
grown from 277,994 to 648,098 


Sunday circulation has grown from 
697,306 to 1,148,421 


Advertising has increased from 
14,640,078 to 36,019,931 lines 


annually 


Each day this statement appears on 


the masthead of our editorial page: 


THE INQUIRER PLATFORM 
*To print the news accurately and 
fearlessly, but never to be content 
with merely printing the news; to 
strive always to uphold the prin- 
ciples of our American democracy, 
to war relentlessly against alien 
‘isms,’ to fight intolerance, to be 
thie friend and defender of those who 
are persecuted and oppressed; to 


demand equal justice for employer 


_ FIFTEENTH 
|. Anniversa 


REPORT 


and employed; to work for the 
advancement of industry in Philadel- 
phia and Pennsylvania; to oppose 
political hypocrisy and corruption; 
to be just, to be fair and above all to 
be unswervingly independent; to 
fight and never to cease fighting to 
maintain the sanctity of personal 
liberty and the inviolability of 


human rights.” 


This expresses our philosophy, and will 
continue to express our philosophy in 


the direction of this newspaper, 


US alG. . Arunk, 


WALTER H. ANNENBERG, 
EDITOR AND PUBLISHER 


The Philadelphia Pnguiver 
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Industrial Admen 
Plan 3-Part Meet 


CLEVELAND, Sept. 11—Manage- 
ment, advertising men and the ad- 
vertising budget will occupy the 
first three fall meetings of the In- 


| dustrial Marketers of Cleveland. 


The unusual three-month “pack- 
age” program kicks off Sept. 28, 
when G. Rowland Collins, dean of 
the school of business of New 
York University, addresses the 
opening dinner meeting on the sub- 


| ject of “Management and the Ad- 


vertising Budget.” Management, 


| representatives are invited to join | 


To more than one million mature men, The Elks is 
more than just another magazine to be read for enter- 
tainment alone. True, The Elks carries much editorial 
content of general interest to men... but in addition, 
it devotes many pages to the nationwide activities of 
Elks lodges in 1580 key trading areas. The 1,011,687 
substantial men who read and own The Elks Magazine 
take pride in its editorial content and give preference 
to products advertised in its pages. 
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their ad managers at the session. 

Second stage of the three-part 
program is a conference scheduled | 
for October. Round table discus- | 
sions—based on “subject centers” 
—will last for an entire afternoon. 
Each of the ten or 15 “subject cen- 
ters” will accommodate 25 persons, 
and members will be encouraged 
to move from center to center at 
will. 

The third meeting, in November, 
will be a dinner pane] discussion 
of the advertising budget. Again, 
members will be invited to con- 
tribute their own ideas. 


Hutton Joins Schipper-Webb | 

Donald S. Hutton, formerly in| 
the Detroit office of Columbia 
Broadcasting System, has been 
named an account executive with | 
Schipper-Webb, Detroit public re-| 
lations and advertising a 


CBS-TV Goes Foreign 


The CBS television network has | 
gone south of the border with the 
signing of XELD-TV in Mata-| 
moras, Tamps, Mexico, as an af- 
filiate to be serviced by television 
recording. 
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The South Bend-Mishawaka trading area —all by itself —is a 
market worth covering, Over half-a-million people live in these 
eight counties alone. They spend nearly half-a-billion dollars a 
year on retail purchases. 

And that’s just part of WSBT’s primary coverage! The entire 
primary area takes in 1% million people who spend nearly $1% 
billion a year. That’s what we mean by bonus coverage! 

Want your share of this big, rich bonus? It’s yours with WSBT, 
the only station which dominates the entire market. 


PAUL H. RAYMER COMPANY * NATIONAL REPRESENTATIVE 


GIVES YOU BONUS COVERAGE! 
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C. O. Wanvig Sr., chairman of the board of Globe-Union, Mil- 
waukee, has been named chairman of the Wisconsin GOP finance 
committee ... Craig Lawrence, v. p. of Cowles Broadcasting and gen- 
eral manager of WCOP, Boston, recently named radio representative 
on the Governor’s Defense Council, has appointed the following 
to his program advisory committee: George Perkins, program direc- 
tor, WHDH; Joseph Tobin, co-owner, WJDA, Quincy; Wayne H. 
Latham, program director, WSPR, Springfield; and Harold A. Dors- 
chug, chief engineer, WEEI, technical adviser. . . 

Leo Cox, v. p. of James Lovick & Co., Montreal agency, has sailed 
for England on a three-week business-vacation trip ... James Don- 
aldson, sales manager of Phillips Packing Co., Cambridge, Md., had 
his picture taken a few weeks ago with three marlin (he said a 
fourth got away) and some cronies after an all-day deep-sea fishing 
trip out of Ocean City, Md... 

Some can do it. Bice Clemow, editor and publisher of the News, 
West Hartford, Conn., was a member of the judges’ committee of 
the annual “Miss West Hartford” beauty contest on Labor Day... 

Harold L. Coons, ad manager of Keystone Steel & Wire, has been 
named special consultant on the agricultural program of the Ad 
Council’s special heavy metal scrap salvage campaign, which aims 
at stepping up the flow of heavy steel scrap from farms to scrap 
dealers across the country. . . 


' 
LUDKE HONORED—Henry J. tudke (left), ad director of Sofeway Stores’ Los An- 
geles zone, was honored by newspaper men at a banquet in Los Angeles to cele- 
brate his 30 years in the grocery advertising business. He is shown hers holding a 
scroll on which names of those in attendance are inscribed. With hirs are Ray W. 


A joted WN 


Brooks (center), promotion manager, Southern California 
and M. F. Heller, divisional ger of Saf y- 


PoP 


Eugene F. Haines, who has served 50 years with Radio Corp. of 
America, most recently as assistant treasurer of the RCA Victor 
division, has retired at the age of 65... BBDO v. p. Willard Pleuth- 
ner’s book, “Building Up Your Congregation,” continues to make 
him a sought after speaker. His latest talk was on Mutual’s “Faith 
in Our Time” program. . . 

Park & Tilford sales promotion manager Simon A. Goldsmith has 
been promoted from captain to major in the Air Force Reserve... 
Andrew J. Haire Jr., publisher of Notion & Novelty Review, has re- 
ceived a commendation medal from the Navy “for extraordinary 
services performed in Pacific waters during World War II.” .. 

Ralph E. deCastro, v. p. and account exec at C. J. LaRoche & Co., 
managed to arrange his work in such fashion as to allow for a 
month’s vacation in France. He flew there Sept. 14 to join his 
French-born wife and their daughter, who preceded him by boat.. . 

This isn’t June, but the advertising marriages are still numerous. 
Among them: Albert McCleery, NBC-TV producer, and Sanny Sue 
Bailey of Fort Worth, Tex.; Jack Lane, assistant executive secretary 
and p.r. director of National Industrial Advertisers Assn., and 
Marie Stuber, at New York’s Little Church Around the Corner; 
Charles E. Soden, network sales manager for Alaska Radio Sales, 
and Margaret Krash of Westfield, N.Y. . . 

Apparently not getting away from it all is Charles Topmiller, 
manager of WCKY, Cincinnati. Vacationing in Michigan, he’s kept 
in touch with other officials via a shortwave set to the station’s 
transmitter in Crescent Springs, Ky... 

Another who will combine travel with work is Gordon Allen, 
president of KGAL, Lebanon, Ore., whose month-long vacation this 
month will be interrupted, if that is the word for it, by the necessity 
of mailing tape recordings back home for use on his station during 
his absence. . . 

John Gillespie of BBDO, Chicago, is a happy man since he joined 
the exclusive hole-in-one club on Aug. 25. John won his member- 
ship card on the 11th hole at Nordic Hills, with a 197-yard shot 
during the Artists’ Guild of Chicago tournament... 

Because of ill health, Stanley Knisely has decided to sell his 
Connecticut weekly, the Colchester Citizen, to a community group 
if there is sufficient interest shown in the project. The former 
ABP vice-president bought the paper last spring... 

Edward F. Wagner, who took a leave of absence in February 
to establish the Columbus, O., district Office of Price Stabiliza- 
tion at the request of Price Stabilizer Michael DiSalle, has returned 
to his post as community relations director of the Farm Bureau 
Insurance Companies, Columbus... 

Richard C. Montgomery, head of the Portland, Ore., agency that 
carries his name, and Mrs. Montgomery are new grandparents of 
Susan Dulce, born in Quantico, Va., where Bill Montgomery, on 
leave from the agency, is a 2nd lieutenant in the Marine Corps... 
Charles Marshall, (ad salesman for the Portland Journal) and 
Mrs. Marshall are parents of their first child, a daughter named 
Lynn Joann, born on Aug. 31... 
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In the West, NBC Pacific Coast 
Network reaches more prospects for 
less money than any other medium! 


In New York— most saturated of all 

TV markets— people spend more time with 
Radio. Out West the picture is still more 
favorable for Radio. Only four markets 

on the West Coast have TV. Network 
radio reaches 98% of all homes... covers 
the entire Pacific Market. Comparing 

radio homes with TV homes, radio tops 

TV by 255%. Naturally, for greatest , : 
selling impact you need both radio and TV. 


If such a combination is too much for 


Re Do 


your budget ...if you have a product 

or service with mass appeal — your best 
bet is NBC Pacific Coast Network! And 
it’s a better buy than ever. Cost per 1000 
homes is down 15% for nighttime, 
compared with 1944... 
daytime is down 33% 
over 1944! Choice 


network time is avail- 
able on NBC Pacific 


e | Coast Network. , 
Odi. 
m IU m ; Consult your nearest Teloviste, A whe 
NBC Sales Office °*SPapers 7 
9Azines 
for details. 


WESTERN NETWORK 
NATIONAL BROADCASTING COMPANY 


HOLLYWOOD - SAN FRANCISCO + CHICAGO - NEW YORK 
A division of Radio Corporation of America 


ur best bet to tell’em and Sell’em 
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Benton Argues 
for ‘Citizens’ 
Radio-TV Plan 


WASHINGTON, Sept. 11—Sponsors 
of legislation setting up a citizens 
idvisory committee to make an 
annual report on trends in radio 
and TV programming denied be- 
fore a Senate interstate commerce 
subcommittee today that the pro- 


posal involves censorship in any 
form 
In spearheading the drive for 


the ll-man advisory group, Sen. 
William Benton (D., Conn.) told 
the subcommittee under Sen. Er- 
nest MacFarland (D., Ariz.) that 
the advisory group's chief function 
would be to stimulate discussion, 
and help broadcasters find ways 
of improving their output. 
Contending that great develop- 
ments often must come from out- 
side the industry, he argued, “Ra- 
dio’s development has suffered 
tremendously from a lack of this 
kind of constructive leadership.” 


e When hearings resume at a fu- 
ture date, still undetermined, the 
committee will hear vigorous op- 
position to the plan from the Na- 
tional Assn. of Radio and Televi- 
sion Broadcasters 

Harold E. Fellows, NARTB pres- 
ident, wrote interstate commerce 
committee chairman Edwin C 
Johnson that NARTB considers the 
plan “the most dangerous and far- 
reaching to come before Congress 
in recent years.” He said NARTB 
proposes to bring “a_ substantial 
number of witnesses from within 
fand without the industry.” 

Sen. Benton, who is one of a 
half-dozen sponsors of the plan, 
ssaid he felt sure “no President 
would dare nominate, and the Sen- 
gate would never confirm” an ad- 
rvisory committee which would 
geensor station programs 


te He contended that the commit- 
tee’s study would be general, with 
*a few specific case histories.” 
The plan calls for the 1l-man 
fommittee to prepare an annual 
Teport covering such subjects as: 
1. The manner in which broad- 
@asters are serving their communi- 
ies 


' RALEIG 


Capital of the 
South's No. 1 
State and The Golden Belt of the South 


FARS T in North Carolina 


Per Family income . . $6294 
Per Capita Income . . $1533 


SE CO N D/ in North Carolina 


Auto Sales... $26,190,000 
Drug Sales. . . $ 3,188,000 


THIRD in North Carolina 


Retail Sales . . $101,500,000 

Wholesale Sis. $200,670,000 

House-Furn. Sis. $6,995,000 
(SM 3/10/31) 

Raleigh delivers the 

NE 


oods...and The 
4 and OBSERVER delivers in 


113,618 Morning 
117,407 Sunday 


(Publisher's Statement, 3/31/51) 

. The Raleigh 

News and Observer 
Rep: The Branbam Company 


2. The 
carry programs 


extent to 
which broaden 
education and cultural interests of 


which they 


the American people. 

3. New techniques of program- 
ming and of financing program- 
ming. 

4. The nature and composition of 
groups which exercise effective 
control of programming—station 
operators, networks, advertisers, 
educational institutions, etc. 

While the bill proposes to set 
up the group inside the Federal 


Communications Commission, Sen. 
Benton said FCC would perform 
only “housekeeping” functions for 
it, and that it would be completely 
independent. 


@ He expressed interest when Sen. 
Homer Capehart (R., Ind.) sug- 
gested that the advisory group 
might be attached to the interstate 
commerce committee, instead of 
FCC. 

Under questioning of Sen. Mac- 
Farland, he said FCC might use 
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the committee's report in measur- 
ing the performance of individual 
stations, but that the chief value 
would be to “stimulate discussion 
about radio and TV programming.” 

“I have great faith in the ability 
of the industry to respond to this 
kind of a constructive report,” he} 
said. 

Among the labor, farm and edu- 
cational groups supporting the bill, 
the CIO said that it has no quar- 
rel with the programs current- 
ly sponsored on TV by advertisers, 


but that it feels there are wide 
areas of educational programming 
which are not explored because 
they do not appeal to advertisers. 


s “Certainly it is not to condemn 
the advertisers of soaps and auto- 
mobiles if the type of programs 
which we have discussed do not 
interest them,” the CIO said. 
“With few exceptions, commer- 
cial sponsors avoid public interest 
programs that involve controver- 
sial discussion because they fear 


HERALD-AMERICAN 
SERVICE FEATURES 


Sell More for You! 


Service to the customer is abasic 
principle of successful selling — the 


better the service, the better the sales. 


Following this sound sales principle, 
the Herald-American has developed 
a dynamic sales force to make vour 
advertising sales message more effec- 
tive. It has created Service Features 
to match the interests of your 
customers and to thereby stimulate 


greater buying 


These Service Features are a most im- 
portant part of the Herald-American, 
where, at any time, on any day, 
readers can get practical buying in- 
formation. Herald-American Service 
Features cover Food. Home Furnish- 
ings and Appliances, Fashion, Beauty, 
Travel and Transportation. They tell 
the reader “What's Good” ,““Where To 
Get It” and “How Much It Costs’. 


As a result of this complete and 
practical information, the Herald- 
American is recognized as “Chicago's 
Service Newspaper” and a reliable 


guide to better buying. 


The Herald-American gires the Serv- 
- YOU make the sales! 
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so-called ‘unfavorable reaction.’ 
“Or they avoid the so-called ‘ed- 
ucational’ programs because they 
presume they are dull and that the 
American people do not want them 
and will not listen to them and 
therefore will not buy their prod- 
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Regional Meeting Dates P ing T 
Announced by Four A's Seiberling Takes 


Dates for four regional conven-| Fjrsf Step in TV 


tions have been announced by the 
American Assn. of Advertising| 
Agencies. 


Akron, O., Sept. 12—Seiberling 
/ __ | Rubber Co. has lined up 44 TV sta- 
Annual meeting of the Pacific) tions for its first video venture this 


Seiberling made a lengthy study 
of the television medium before 
reaching its decision to get in last 
spring. It selected the whodunit 
show primarily, Seiberling says, 
because mysteries attract more 
viewers per advertising dollar. 


19 


ships 

Many of the dealers are expected 
to use tie-in ads to boost local 
listening and the closing commer- 
cial will be localized. 

Bernard Schubert Enterprises is 
packaging the program. Meldrum 


ucts. Council is set for Oct. 18-20 at) fail, “The Amazing Mr. Malone,” & Fewsmith, Cleveland, is the 
“Or perhaps the commercial Coronado, Cal.; the Central ot. 25- | Starring Lee Tracy. |@ The current list of 44 stations, Seiberling agency. 
advertisers avoid these programs cil meets in Chicago on Oct. 25- The show will be telecast every| many of which will telecast the 
for the reason that they believe | 26: thé Eastern Conference (New | (11.07 week on Monday night, from| s , r 
s , York, New England and Atlantic | other week on Monday night, from) show live, may possibly be ex- Newman Leaves Sloane-Blabon 


they had best be left to those who 
are professionally trained in the 
fields of educational broadcasting.” 


panded. The stations lined up are 
in areas where the company has 
| strong independent tire dealer- 


Councils) meets in New York Oct. | 8 to 8:30 p.m., beginning Sept. 24, 
30-31; the Michigan Council meets | and alternating with Bristol-Myers 
in Detroit on Nov. 13. |Co.’s “Mr. District Attorney.” 


Wilbur Newman has resigned 
as v.p. in charge of sales and di- 
rectur of Sloane-Blabon Corp., 
New York. After a trip to Europe 
he plans to open his own floor 
covering business in December. 
Mr. Newman started with W. & J. 
Sloane in 1921 and has been with 
the successor companies since that 
time. He was elected v. p. in 1947 
and a director in 1948. No succes- 
sor has been appointed. 


) Meany Joins Devlin 


ADVERTISERS CLEAN UP coi 


with Jann & Kelley, newspaper 
representative, has joined the staff 
AS A RESULT OF HERALD- 
AMERICAN SERVICE FEATURES 


of Robert T. Devlin Jr., New York 
representative of the Philadelphia 
Inquirer. 


| 

Doak HYTEX 

| gaLloons 
CHRISTMAS 
PROMOTIONS 


Faced with today’s buying problems, housewives hold out an 
eager welcome to reliable information that simplifies their 
daily household tasks. Today, news of the kitchen or laundry. 
for example, gets equal billing at home with the Eisenhowers. 
Mac Arthurs and Ridgways. 

Emanating from the Herald-American’s test kitchens is an 
outstanding service that provides this important information to 
Chicago's homemakers. Under the careful direction of Home 
Economist Mary Martensen, a steady flow of kitchen suggestions, 
practical recipes, budget-proven menus and valuable marketing 
information is presented each day in the Herald-American’s 
best-read News of Food pages. Here’s a service geared to every 
day problems of efficient kitchen management. 

Small wonder more than a half-million housewives look to 
the Herald-American as their reliable guide to better home 
management. During the first six months of this year, well over 
a hundred thousand housewives consulted Herald-American 


food editors as the result of reading Today's Home pages. In 


a single day, recently, more than 1500 alert, active home- 
makers wrote or called for the name of a new detergent 


Use COLOR 


\ and APPEAL 
of BALLOONS 
to SPREAD 

GOOD WILL 


Colorful Oak Balloons will 
carry your message of CHRIST- 
MAS CHEER in the friendly 
manner that is in keeping with 
the Holiday Spirit. In the 
varied Oak line you'll find just 
the balloon tosuit your purpose. 


Mary Martensen had recommended in her food columns. 

Such outstanding service maintained for alert, able-to-buy 
housewives provides a plus selling force for Herald-American 
advertisers. That’s why, during the first half of this year, retail 
grocery store advertisers placed more than 650,000 lines of 
advertising in Chicago's second largest grocery story medium 
—an increase of 27% over the same period a year ago. 

This ready acceptance by readers and advertisers alike, is 


ample proof that the newspaper which serves its readers best, 
best serves its advertisers. It is proof, again, that if what you 
sell goes into the home, your advertising belongs in the 


Herald-American. Let us help you 
plan an effec- 
tive Christmas 
promotion. 


Write today. 


AT YOUR 


ires 
SERVICE! The pesire 


of the Kids 
pictate the 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE fami 
‘Th: OAK RuBBER CO 
| Ravenna Onio 
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anuary-June 1951 net paid ABC average: 


A MARKET NOT DUPLICATED BY ANY OTHER 
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Sunportant peyle are busy pegwle 


5 


448,385 


NEWS MAGAZINE 


... and as busy people they tend to limit their 
magazine reading to the publications most closely 


keyed to their information needs. 


In the “news and management” magazine field , 450,000 
of these important people choose “U.S.News & 

World Report”—and, finding that it fills their news 
needs so exactly and so completely, they read it 
practically to the exclusion of the other publications 


in the field. 


| Class News Magazine 


Accurate and impartial surveys show that among 

the subscribers to ‘“‘“U.S.News & World Report” 90% do not 
subscribe to Business Week, 91° do not subscribe to 
Fortune, 91° do not subscribe to Nation’s Business, 

75°. do not subscribe to Time, 86% do not subscribe to 
Newsweek. That’s why “U.S.News & World Report” 

can say that it offers the advertiser an important 

market not duplicated by any other news 


or management magazine. 


L] S News Kirst ints field in 1931 


& World Report | Aysrin its field in 19H 


IN PERCENTAGE ADVERTISING GROWTH 
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Television Programs, moving full 
speed ahead in the relatively new 
field of TV film distribution, is ex- 
panding its operation to be pre- 
pared for what it hopes will be a 
lively fall sales season 

As a part of the expansion, the 
New York office, under the direc- 
tion of Aaron Beckwith, general 
sales manager, has been moved to 
larger quarters at 444 Madison 
Ave. In addition, there will be two 
more. field representatives added 
to the company’s staff, one to work 
out of this office and one out of 
Chicago 

United Television, which was} 
formed several months ago by Ed- 
ward Petry Co. and Standard Ra- 
dio Transcriptions, now distributes 
the films of eight producers 

Best known of the group is Bing 
Crosby Enterprises, which got into 
video early, invested heavily and 
is beginning to make it pay off 
with re-run sales. Now being 
pushed for fall sponsorship is “Be- 
yond Recall,” a new 30-minute 
drama 


@ Other companies whose wares 
are being offered to telecasters 
and advertisers by UTP include: 

MvuTvat Tevevision, Los Angeles, 
has the rights to 35 British-pro- 
dued feature length films of more 
or less recent vintage (one to five 
years) Now being shown on 
WABD, New York, and in 15 other 
citle- 

Carpinat Propuctions has avail- 
ate for fall a 30-minute show, 
“Sleepy Joe,” based on Uncle Re- 
mis stories. It is filmed in color 
with marionette characters and is 
priced from $50 (small markets) 
to $800 (New York) 

Sritt. Firms, Pasadena, is offer- 
ing “Justice in the Universe,” a} 
eminute jet-age drama for fall 
sp@nsorship, with program costs 
raging from $25 to $400 on a local 
market basis 

Bovy & Lewis, New York, is 
offgring a 30-minute show with 
Leé J. Cobb to national sponsors 
for $14,000 

Bryxa Propuctions. This com- 
pamy, owned by Kirk Douglas, has 
a 1$-minute color film, the “Bible 


Speaks.” which is being offered 
for national sponsorship. 
Kuinc Stupios, Chicago. This 


company has filmed “Old Ameri- 
can Barn Dance” with Bill Bailey 
(“Cactus Jim") as emcee, and the 
show already has been sold in nine 
markets to American Snuff Co. 
(through Simon & Gwynn) and 
to Rhodes Pharmacal Co. for Im- 
drin (O'Neil, Larson & McMahon) 
in two markets. Other properties 


include “Vaughn Monroe’s Won- 
dertul Toy Shop,” a 15-minute 
twice-weekly series 


@ This fall United Television, ac- 
cording to Milton Blink, head of 
the Chicago office, will start a new 
library service for stations. First 
programming leased to telecasters 
will be 34-minute shorts, featur- 
ing music, novelty acts, etc. UTP 
will suggest that local program- 
ming departments combine them 
for 15-minute shows to be sold 
to local advertisers. 

The position of UTP in the in- 
dustry is greatly strengthened by 
the fact that the company can, and 
frequently does, make use of the 
facilities of its member companies. 
Radio-TV_ station representative 
Petry’s salesmen are available in 
cities where the exhibitor doesn't 
have branch offices or field rep- 
resentatives, Mr. Blink told Ap- 
VERTISING AGE. 

(The fact that Petry represents 
a valuable list of TV stations like- 
wise is no deterrent.) 


@ The field force of Standard Ra- 
dio Transcriptions, to whose li- 
brary service 500 radio stations 


United Television Productions Handling 
Distribution of Films for Eight Producers 


New York, Sept. 11—United subscribe, also can be called upon 


In the past, when United Tele- 
vision had what it considered an 
unusually outstanding attraction, 
it has used business paper adver- 
tising to catch the eye of potential 
been 
placed through various agencies. 
Publicity is a free service to UTP 


clients, with Rogers & Cowan hired 
to do the job. 

The exhibitor also lends a hand 
in merchandising the products of 
the producers it represents. Bro- 
chures, presentations and similar 
aids are furnished without cost. 


Sherman Joins Segall Agency 
Benson M. Sherman has resigned 
as account executive of Lockwood- 
Shackelford Co., San Francisco, to 
join Theodore H. Segall Advertis- 
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Essex Names A. J. Ballo 


John Reilly Joins ABC-TV 


John A. Reilly, for five years in 
charge of radio and TV advertising 
of Armour & Co., has been ap- 
pointed an account executive in 
the ABC-TV network sales de- 
partment in Chicago. 


Publicidad Badillo Named 


Compania Distribuidora Vision, 
S. A., New York, has appointed 


Publicidad Badillo Inc., San Juan, 


Anthony J. Ballo has been 
named president of the newly cre- 
ated Essex Specialty Printing Co., 
New York. The company will spe- 
cialize in rotogravure printing of 
product labels, gift wrapping and 
cellophane specialties. 


Greensboro Lists TV Sets 


Station WFMY-TV, Greensboro, 
N. C., reports 73,911 television sets 


to handle its advertising in Puerto} 
i | 


in the Greensboro area as of Sept. 
Rico. 1. 


ing Agency, San Francisco. 
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Meyer Berger has been a newspaper man for more 
than 40 of his 50-odd years. He sold papers on the 
streets of his native New York when he was only 
8. Four years later he quit school to work for the 
old New York World. What he lacked in formal 
education he made up for on the job, learning his 
profession, as he puts it, “by osmosis.” 


Yet today, wherever journalism is taught, Mike 
Berger's stories are held up as classics. Even bet- 
ter, they are read and re-read by hard-boiled news- 
paper men and women for the sheer pleasure of it. 
Time magazine called him “one of the most profes- 
sional of U. S. reporters.” A great city editor, in 


Coming on September 18 —“The Story of The New York Times,” 
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Refrigerator Dealer Survey Indicates 
High Inventories Gradually Decreasing 


Cuicaco, Sept. 11—Retail re- 
frigerator dealers, considerably 
overstocked for the past months, 
are gradually “selling” their way 
back to a more balanced condition, 
according to a recent survey of its 
members by the National Appli- 
ance & Radio Dealers Assn. 

The survey report, scheduled for 
publication in this week’s “Ap- 


pliance & Radio Dealers News,” 
is based on questionnaires from 50 
respondents, the selection repre- 
senting geographic and volume 
distribution. 

NARDA cautions against any 
development of industry-wide sta- 
tistics based on the survey, since 
respondents were volunteers, and 
no check on the accuracy of the 


{individual reports was made, al- 
though it does believe the findings 
to be valid as far as the respon- 
dents’ businesses are concerned. 


s Summary findings concerning 
the typical NARDA refrigerator 
dealer are as follows: 

“He’s been overstocked, but he’s 
selling his way out of it. He’s buy- 
ing cautiously today, usually just 
essential replacements and to bring 
stocks into balance. He's gradually 
shifting stocks over to refrigera- 


tors with freezing compartments; 
today, proportions are approaching 
two with freezing compartments 
to one with ‘U’-type. 

“He's slowly developing a mar- 
ket for larger than 10’ boxes, with 
the ratio now at about one of this 
size to six smaller than 10°. And 
he’s pretty loyal to one brand.” 

At the first of the year, inven- 
tories’ ratio to the stores’ annual 
volume was | to 4.6. By June 1, 
inventories had grown to where 
the ratio was 1 to 3.9. But by Aug. 
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call him 
a reporter’s 


reporter 


command of a rival newspaper, called him one of 
the country’s best reporters. A Pulitzer Prize adds 


to the testimony. 
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Arnold Newman Photo 


who each day make The New York Times one of 
the country’s most interesting and unusual news- 


papers. Readers delight in it. Advertisers love it. 


Mike Berger knows New York intimately as few 


have ever known it. He knows the voice of the city, 


now sobbing, now laughi 


He knows its characters — priests and pugs, the 
law and the lawless—as Damon Runyon knew them. 


ng, as O. Henry knew it. 


Even Dutch Schultz spoke softly and with respect 


when Mike Berger of The Times was around. 

Since 1928, Mike Berger has been pooling his 
skills and talents with those of the dozens of other 
enterprising and resourceful reporters and editors 


1851 


* That’s because advertisers know that when 


TO PRINT 


HUNDREDTH ANN 


by Meyer Berger, a vivid, anecdotal account of its first 100 years. Published by Simon & Schuster. 


readers get more out of a newspaper, they get more 
out of it, too. And that’s why advertisers have 
made The Times their leading medium in New York 


for 32 consecutive years. May we tell you more? 


The New York Cimes 


ALL THE NEWS THAT'S FIT 


NIVERSARY 1951 


| trade-allowances; 


| $300,000 Fall Ad Budget 


20, they had been brought down to 
a 1 to 5 ratio, the survey states. 


@ One of the most startling find- 
ings, according to the report, was 
the very small number of refrig- 
erators on order. Two-thirds of 
the respondents had none on order 
when the survey was begun (Aug. 
20). The total on order by all 
others was 128. Of these, two- 
thirds were for boxes with freez- 
ing compartments, and more than 
40% were for larger than 10° re- 
frigerators. 

The retailers believe 1951 will 
have substantially less refrigera- 
tor volume, in units, than 1950. 
More than 44% predict a decline of 
25% or less. Almost 30% expect a 
drop of between 25% and 50%. 
Almost 6% anticipate a decline 
greater than 50%; 9% answered 
“about the same,” and 11% expect 
business to pick up between 10% 
and 20% this year. 

Reasons for the anticipated de- 
cline, in the order of the fre- 
quency they were given, are: 

1. Seare buying following the 
Korean outbreak. 

2. High down-payments and the 
rigid credit terms of Regulation 
Ww 


3. Heavily overloaded dealer in- 
ventories. 
4. Saturated markets. 


@ 5. A general public uncertainty 
caused by talk about price rollé@ 
backs, tax increases, draft statug 
of younger prospects and the pubs 
lic’s having the impression “th 

bottom will drop” soon. ; 

6. Prices too high. ‘ 

7. Lack of funds because of hig 
living costs. 

8. Poor crop prospects in Ma 
and June. 

9. Excessive advertising stres 
on special prices and extra-hig 
“customers ar 
playing ‘wait and see.’ ” 


Formal Wear Maker Plans 


S. Rudofker’s Sons Inc., Phila 
delphia maker and seller of men’ 
formal wear, will spend $300, 
promoting its line this fall. Th 
campaign, largest in the company’ 
4l-year history, will be handle 
by Harry Feigenbaum Advertisin 
Agency, Philadelphia. Magazine 
Sunday newspapers and busines 
publications will be used 

Rudofker’s, which has 8,000 re 
tail outlets throughout the natior 
will spend a large part of the ap- 
propriation promoting the Tony 
Martin tuxedo 


It takes more than 

taste to put your 

product on the tongues of America’ s 
original “Captive Audience” — parents! 
Don't forget there's money in Sonny — 
and Susie, too, the boss product demand. 
ers! They yell toe the soft drink that gives 
balloons — and they a it. And your sales 
message on PIONE Qualatex “Floatin 

SELLS oe advertises — an 


R feet uct moves faster with low-cost 
PION R balloons as package inserts, 


tie-ons ofr self-liquidators. Gorgeous 
colors, printed in non-fading crackless 
pigments. Our Ad Service partment 


gives you ideas, samples, 


imprint information. 
» nee. gee PIONEER 
papem. 108 Tif- 

fe Re Rood, ard, Ob, 


BALLOON YOUR SALES) 


with PIONEER QUALATEX 
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f 
: H h sons why liquor survey data are yy a3 23% | ne ma 0. = bee Spriefiate, Mass. -358 ei 
: ” : nge . ouston é \ iew Haven e 
earst arts frequently inaccurate,” which in- pittsburgh 2.401 28.739 Portland, Ore 567 53.875 | Sacramento 333 62. 
cludes mostly admissions by the Serie 2.270 eed —— 74 ey Scranton 18 63.181 
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. breakdown of liquor sales in cities 
of 100,000 and more population, 
: and emphasizes that 71% of total 
x U. S. retail liquor sales are made eae? a“ et a : ats : : eee Wa hoe Pt cae. eis s 
in 88 major markets. ’ es s ca : - ep me ef Ps 
Seven cities—New York, Chica- : ie *y ’ E i ‘ ieee 
go, Philadelphia, Los Angeles, ‘ ; : r el hae 
* Pittsburgh, Boston and Detroit— é iene 
Pe account for 33.2% of total sales, * : ; ; } oe, ee 
=) with the mammoth New York : ts i. 
market accounting for 12.8% of tee : > es a: 
} the total : ; 
ty in presenting the figures, HAS 
cautions that it isn’t a “pure” fig- 


ure, since the Census Bureau clas- 
sifies retail establishments as “eat- 
Me ing and drinking,” and although 


ss it separates the two, some state z ou 
-* laws require food service in order : Z 
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@ Thus the volume figure includes : : eee pte ey te 
re some food and in some cases beer : : : 
a and wine, where it was impossible 


eee =€=©60hC other metalworking magazines. 
er figure of 71% is not absolute, and : es oe 


3 Z ‘: iene 


@he figures cannot be used to Soe oe eater 
analyze sales for different types Bare ; hae 


straights, blends, imports, gin, 
etc 


' Another important qualification see ; Te 
is the bureau’s rule on “Disclo- - : now ere e se can you reac or | 
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Bure,”’ which in essence means that 
@ollar volume is not published 
/ Where three or less outlets exist, 
| ither bars or package stores, or 
: here one outlet dominates a small 
group of six or seven. 
' Otherwise, the figures are drawn 
from the U. S. Census of 1950 and 
the Census of Business, 1948, re- 
sil trade, with the cities given mn ae i 
eir trading areas as defined by oe Soc int- fea ; : es i B 
e Audit Bureau of Circulations. ag 5 
The 88 markets which yield 71% 
f liquor sales, HAS says, are im- 
‘ portant to the industry, even more 
ie $0 than they are to food makers 
fwhere they account for 69% of 
fales), automotive (64%) or busi- 
ess in general (68% of all re- 
fail sales). 
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@ The Hearst study is on familiar 
ground when it deals with state 
by state variations, as when it 
shows that for one distiller ten 
states accounted for 92% of his 
total sales. When he put $23,500 
into advertising in magazines, he 
got 27% coverage in these ten 
states; in newspapers, he got 63% 
coverage 

HAS argues that newspaper 
penetration in these 88 markets is 
much greater than for magazines. 
Taking the penetration of three 
leading liquor linage magazines— 
Collier's, Life and Time—against 
fs 1,000-line ads in one newspaper in 
: each market (a difference of $5,- 
400 in favor of the magazines), 
HAS figures that newspapers 
would deliver 53% coverage with- 
out duplication against 25% cov- 
erage for magazines with high 
duplication. 


s Finally, HAS beats on the idea 
that only the well-to-do buy liquor, 
showing the vastly increasing pur- 
. chasing power of lower-income 
and middle-income groups. It 
shows that in Michigan, where 
monopoly store purchases are re- 
corded and can be matched with 
census tracts for rent correlations, 
C and D families account for 
36.6% and 33.2%, respectively, of 
total population, but 31.7% and 
45.6% of total dollar volume in 
liquor sales 
Also, because of the many sur- 
veys which show upper income 
groups are heaviest liquor pur- 
chasers, HAS includes “some rea- 
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Sait Lake City 
Little Rock 


' Chattanooga 
New Bedford 
Flint 
Oklahoma City 

wannah 

Corpus Christi 
Charlotte, N. C. 

¢ Knoxville 

. Baton Rouge 

Montgomery 

Austin 


68.163 


71.564 


Tulsa 71.644 
Less Overlapping Areas ___ 909 
Total 88 w/o Duplication 70.735 


‘Media Selection’ Issued by 
Aftiliated Agencies Network 
“Media Selection,” the first of a 
series of booklets on advertising, 
has been published by the Affili- 
ated Advertising Agencies Net- 
work. The 8x11” offset book 
deals with media individually and 
uses a cartoon technique to show 
the basic problems and determin- 
ing factors for choice of each. The 


book is the result of two years of 
planning and research by the net- 
work's 34 member agencies. 

Promotion of an imaginary 
product, Super Wham, gives con- 
tinuity to the presentation. Copies 
are obtainable from Jaqua Co., 101 
Garden St., S. E., Grand Rapids 2, 
Mich. 


Leaves ‘Anchorage Times’ 

Kelmar LeMaster has resigned 
as advertising manager of the 
Times, Anchorage, Alaska, io enter 
the construction business. 


132.784 TV Sets in K.C. 

With the distribution of 5,614 
TV sets to dealers during August, 
the total receiver distribution in 
the Kansas City area has reached 
132,784 as of Sept. 1, according to 
the Kansas City Electric Assn. 


Business Editors to Meet 


First fall meeting of the National 
Conference of Business Paper Edi- 
tors, an association affiliated with 
Associated Business Publications, 
will be held Oct. 4-5 at the Statler 
Hotel, Washington. 
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Menokin Mill. 
Virginia 


This old mill, located 
the Tidewater country of Virginia. n 
Warsaw in Richmond County, is 
ical of many found throughout 

h and i} United Stat 
Menokin Mill is adjacent to an ea 
Virginia plantation of the same na 
which was the home of Francis Lig’ 
foot Lee. one of the signers of | 
Declaration of Independence. 


Wherever such a mill was establi 
it was a sign of prosperity a 
growth in the community which 
served. It translated the native fo: 
of the rushing stream into a po 
which served man in his econo 

life. Menokin Mill, which still an 
today is truly an enduring symbol of , 
industry and integrity. 


The mark of meticulous craftsmanship 
is reflected in every photoengraving 
and offset reproduction produced by 
Jahn and Ollier. Such craftsmanship 
insures consistent quality that adver- 
tiser and printer have received from 
Jahn and Olilier since 1898. This is 
integrity of p You will find 
J] and O quality plates and intelligent 
service the best answer to your re- 
production problems. 


J ae 
OLLIER 


ENGRAVING COMPANY 


817 WEST WASHINGTON BOULEVARD 
CHICAGO 7, ILLINOIS 
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call MOnroe 6-7080 
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| C. F. Baker Named A.M. 

F. Baker, who joined Bur- 
roughs Wellcome & Co., Tuckahoe, 
N. Y., in 1941, has been appointed 
advertising manager. He formerly 
served as 
manager and supervisor of the 
Washington area. 


Tork Clock Appoints Bozell 

Tork Clock Co. has appointed 
Bozell & Jacobs, New York, to 
handle advertising for time control 
equipment. Westchester Art Serv- 
ice is the previous agency. 


| 


new series of 16 to be used by the Tea | 


Council. The teopot shown is red against 
a bright blue background. 


Only Four Words 
Appear in First 
of New Tea Ads 


New York, Sept. 12—The Tea 
Council's new advertising cam- 
paign will break in the Oct. 1 is- 
sue of Life with a full-page ad 
using only four words of copy 
“Take tea and see.” The copy, in 
White caps, will appear on a red 
feapot against a bright blue back- 
round. Leo Burnett Co., Chicago, 
4 the agency. 


+ The second ad in the series of 
36 will follow a week later in 
Life. and wiil also be carried in 
3 Sunday newspapers and various 
usiness publications. 
Robert B. Smallwood, chairman 
f the Tea Council and president 
Thomas J. Lipton Inc., said the 
mpaign had been developed by 
o Burnett Co. after motivation 
@udies into people’s beverage 
Babits by Dr. Ernest Dichter, an 
thority in the field. 
) “The impact given the campaign 
through the continuity and repeti- 
a of 16 full-page ads in Life, 
ttressed by full-color Sunday 
ads in 33 major metropolitan news- 
Papers from coast to coast,” Mr. 
Smallwood said, “we believe will 
Bove to be one of the most out- 


Standing advertising campaigns 
@ver undertaken in the beverage 
field.” 


"Extensive merchandising meet- 
ings will be conducted by the Tea 
Council starting in October. Rep- 
resentatives will visit key cities 
and meet with top merchandising 
and executive personnel associated 
with the grocery, restaurant and 
tea trades to explain the council's 
aims and lend added impetus to 
the industry-wide promotion. 


Darwin H. Clark Co. Names 
Rittenhouse Houston Chief 

Darwin H Clark Co., Los 
Angeles agency, has opened a 
Houston office at 1103 S. Shepherd 
Dr. in order to 
better serve its 
Texas clients. 

Jack Ritten- 
house, for the 
past five years 
director of tech- 
nical publica- 
tions and an ac- 
count executive 
with Clark, has 
been appointed 
head of the 
Houston branch. 
Mr. Rittenhouse 
formerly operated his own agency 
in Chicago 


Jack Rittenhouse 


‘Good Housekeeping’ Names 3 

Robert E. Moffat, formerly in 
the promotion department of Good 
Housekeeping, and Richard C. 
Bartholemae, formerly with F. W 
Woolworth Co., have been named 
to the magazine’s eastern sales 
staff. Robert K. Doorly, formerly 
with Canada Dry Ginger Ale Co., 
has joined Good Housekeeping’s 
promotion department, in charge 
of food and drug promotions. 


Cc 


assistant 


advertising 


Allis-Chalmers Elects Two 

W. G. Scholl has been elected 
v.p. in charge of sales for the 
tractor division of Allis-Chalmers 
Mfg. Co., Milwaukee. Also elected 
a v.p. is C. W. Schweers, in charge 
of sales of the general machinery 
division. 


Anheuser Shifts A. B. Hulls 

A. B. Hulls, former manager of 
the Chicago branches of Anheuser- 
Busch Inc., has been named special 
representative to the president and 
director of sales. 


Oregon Adclub Sets Courses 

The Oregon Advertising Club, 
Portland, will sponsor evening 
classes in practical advertising at 
Multnomah College, Portland. The 
17-week program begins Sept. 18, 
and for the first time will include 
classes on video. 


Daniel Casey Joins ‘Look’ 

Daniel J. Casey, formerly Cleve- 
land manager of Story, Brooks & 
Finley, newspaper representative, 
has joined the Cleveland advertis- 
ing staff of Look. 
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Hal Lightman Joins Matzner 

Hal Lightman, formerly with 
the promotion department of Sears. 
Roebuck & Co., has been appointed 
director of merchandising and pro- 
motion of Joseph Matzner Publi- 
cations, New York 


Bel Aire Names ATS 


Bel Aire Hotel, Miami Beach, 


has appointed Advertising Trade 
Service, Miami Beach, as its agen- 
cy. The winter campaign starting 
in October will use newspapers, 
business papers and television. 
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Florida Citrus Ads 
Will Run in Many 
Secondary Markets 


LAKELAND, F.a., Sept. 14—Seek- 
ing to promote ‘additional tie-in 
advertising and to gain expanded 
merchandising support from news- 
papers, the Florida Citrus Com- 
mission has spread its approxi- 
mately $500,000 b&w schedule for 
the 1951-52 season wider and thin- 


Advertising Age, September 17, 1951 


ner. 

Approximately 190 newspapers 
in 115 markets will share in the 
distribution of funds, instead of 
88 papers in the nation’s 43 leading 
citrus markets, as originally 


| planned. 


“Many of the papers added are 
located in the so-called secondary 
markets and in the Texas-Okla- 
homa fringe area ordinarily served 
by the Texas citrus industry,” 
Ralph M. Henry, acting advertis- 
ing manager, said. As the result 


of last year’s killing freeze, Texas 
will have little fruit available this 
season, while Florida will again 
have a bumper crop, according to 
early indications. 


se Representatives of the J. Walter 
Thompson Co. outlined the reason- 
ing behind the realignment of the 
schedule at the commission's Sep- 
tember meeting. The move is 
basically a shift from an educa- 
tional to a promotional type cam- 
paign, Jack Foreshew, Florida rep- 


resentative of the agency, said. 

Mostly large ads will be used, 
offering an opportunity for com- 
mission field men to develop mer- 
chandising cooperation in many 
areas which have had little pre- 
vious chance to see commission 
b&w advertising. 

Newspapers will receive ap- 
proximately a fourth of the com- 
mission’s budget as now set up 
The remainder of the $2,000,000 is 
spread among national magazines, 
TV-radio and trade publications. 
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just part of the year-rovnd 
on Pennsylvania farms! 


No noise connected with it... but plenty of profits are—for 


Pennsylvania farmers! 


Pennsylvania is a top producer of mushrooms (here, enlarged 


and shown from underneath) —just as this wealthy farm state is 


in the top bracket for a whole variety of farm products—fruits, 


vegetables, livestock, poultry, dairy, tobacco. 


These farm people don’t go in for just a few crops and spo- 


radic income . . . they raise all kinds with many going to market 


all year. So income is steady a// year. 


These are your reasons why this is the farm market for you. 
Especially since it’s so easy to sell: PENNSYLVANIA FARMER 
covers the whole state—reaches 8 out of 10 of all farm families 


twice each month. 


Two other fine farm markets like Pennsylvania are Ohio and 
Michigan—served by THE OHIO FARMER and MICHIGAN 
FARMER. For full information, write T1013 Rockwell Ave., 


Cleveland 14, Ohio. 


THE OHIO FARMER —Cleveland 


MICHIGAN FARMER — Eas? Lonsing 


Leahy Named V.P., S.M. 
of Waterfill & Frazer 

Anderson J. Leahy, formerly 
v.p. of Somerset Importers, has 
been appointed 
v.p. and sales Wg 
manager of Wa- 
terfill & Frazer 
Distillery Co., 
Bardstown, Ky. 
Mr. Leahy served 
ten years with 
Somerset until 
the company was 
sold recently. He 
was formerly 
with the old 
American Medic- 
inal Spirits Co. 

The company, an independent 
distillery, at the same time an- 
nounced it is expanding to nation- 
al distribution. Mr. Leahy directs 
the jobber merchandising program. 


Anderson Leahy 


Joins Mutual. Transportation 
Philip D. Cochrane Jr. has re- 
signed as director of promotion for 
National Assn. of Transportation 
Advertising, to join the New York 
national sales office of Mutual 
Transportation Advertising. 


Washington 
Mission... 


Every business day The V 
Street Journal accomplishe: 
all-important mission in Wz 
ington—that of informing 
policy making and policy 
ecuting executives of the d 
pertinent business and po 
cal news. 


The Journal has just ¢ 
pleted a survey of its reac 
in the important departme 
bureaus and agencies in the de- 
cision making jobs in Wash- 
ington. To mention only a few? 
13 Senate Committee Chair- 
men...44 Senators...8 in the 
Office of Defense Mobilization 

.14 in the Office of the Secre- 
tary of Defense...5 in the 
President's Cabinet. Write us 
if you would like a copy of this 
listing of identified readers in 
the Nation's Capitol. 


Washington people look to 
The Journal every day for the 
news of business on which to 
base their opinions and deci- 
sions. Your advertising in The 
Journal will get the same care- 
ful reading as does the edito- 
rial material. 


If you want to penetrate the policy 
making... policy executing Weshington 
market, The Wall Street Journal should 
head your list, too. 


The Wall Street Journal 


published at: 


Now York Chcage vanes San Heacece 
4 Broad St 12 E. Grand Ave 911 Young St. 415 Bush St. 
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WHATS 
GOING ON AT 
MACFADDEN? | HEAR 
THE AUGUST NEWSSTAND 
OF TRUE STORY ALONE IS 
UP 214,000 SINCE JUNE. 
THAT SEPTEMBER WILL 
BE UP OVER 


cee, See 


a acide 


i 


%& TRUE STORY WOMEN'S GRouP 
UP OVER 600,000 NEWSSTAND 
SINCE JUNE 1951. 
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THATS RIGHT 
... AND WHATS MORE, 
THEIR NEWSSTAND SALES 
ARE GREATER IN THE TOP TV 
CITIES THAN NATIONALLY... 
LETS ASK THE AGENCY 
WHATS GOING ON ! 


written by and for its own readers 


LEADER OF TRUE STORY WOMENS GROUP 
»e -PERSONAL BEHAVIOR MAGAZINES ! | 
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‘Lilly Digest’ 


Shows Druggists 
Being Squeezed 


INDIANAPOLIS, Sept. 12—Drug re- 
tailers are slowly but steadily be- 
ing squeezed between rising costs 
and static margins, according to 
the 19th annual edition of the 
“Lilly Digest,” which summarizes 
and analyzes the financial reports 
of 1,188 retail drug stores 

Smaller druggists are in a par- 
ticularly precarious position, the 
Eli Lilly & Co. report discloses 

“In a drug store with annual 
sales of $20,000 to $30,000,” the 
digest concludes, “it is difficult for 
an owner to obtain an income un- 
der present-day conditions that is 
as much as is available to an em- 
ploye pharmacist with no invest- 
ment, shorter working hours and 
none of the risks and responsibili- 
ties that go with ownership of a 
drug store. 


ws “It is also shown that when the 
annual sales are under $20,000, 
such a result is-not merely diffi- 
cult—it is impossible ...The store 
owner who is looking for every 
chance he can find to build up his 
o income can get no help from 
ae results of drug stores without 
enough sales to be able to bring 
in profits that measure up to the 
investment and risks assumed.” 
The Lilly report includes more 
than 26 “fever charts” on the sta- 
tug of the retail drug business, cov- 
ering the last two decades. Typical 
of the information is the following 
list of average annual sales per 
drag store for selected years: 


1932 $24,454 
+ 1939 $33,982 
1940 $34,882 
1941 $36,005 
& 1942 $40,514 
» 1943 $46.91 
1944 $52,297 
1945 $62.0 
? 1946 $69,422 
1947 $76,520 
) 1948 ,059 
1949 $83,641 
1950 $83,540 


@ The key to the economic prob- 
lem facing retail druggists as a 
group is found in the average an- 
nual sales during the past three 
years. Average annual sales defi- 
nitely show a downtrend. | 

When these figures are placed | 
against a percentage chart show- 
ing average costs, margins and 
profits, the threat to retail drug- 
gists is immediately evident. Thus: 


Year Cost Gross Owner's E S| 
of oy Margin Salary | 
(Total sales equal ed 
1938 66.5% 33.5% 3% 81% 
1939 67.3 32. 7.0 8.5 
1940 67.1 32.9 74 8.0 
1941 67.6 32.4 6.7 7.9 
1942 68.0 32.0 6.9 71 
1943 67.4 32.6 8.0 6.0 
1944 67.5 32.5 8.0 7.0 
1945 67.0 33.0 7.0 8.5 
1946 67.7 32.3 6.5 9.0 
1947 67.7 32.3 68 9.6 
1948 67.4 32.6 6.9 10.1 
i949 67.6 32.4 7.6 10.5 
1950 67.2 32.8 7.8 10.8 
e And, further 
Year Rent Other Total Net Turns 
Expenses Expenses Profit Per 
Year 
1938 3.2 &4 28.0 5.5 3.9 
1939 3.0 8&5 27.0 5.7 3.5 
1940 3.0 £6 27.0 5.9 3.6 
1941 2.9 8.0 25.5 69 38 
1942 2.5 71 23.6 a4 45 
1943 3.0 57 22.7 9.9 5.0 
1944 2.5 5.2 22.7 98 45 
1945 3.0 5.0 23.5 9.5 44 
1946 2 8 54 23.7 86 45 
194? 2.7 6.2 25.3 7.0 42 
1948 2.5 68 26.3 6.3 42 
1949 2.6 5.8 26.5 5.9 40 
1950 2.7 5.9 27.2 5.6 3.8 


A total of 23% of the drug stores 
reporting enjoyed net profits of 
more than 10% of sales; 32% had 
a net of 5% to 9%; 20% earned a 
net of 2% to 4% of sales; 12% 
had a net of less than 2%, and 
13% were operating at a loss. 


had a net profit of 10%; 34% had 
a net of 5% to 9%; 20% earned 
2% to 4%; 10% had a net of less 
than 2%, and 11% operated at a 
loss. 

The percentage of drug stores 
operating at a loss has increased 
from a low of 4% in 1944, to 5% 
in 1945, to 7% in 1946, 9% in 1947, 
11% in 1948 and 13% in 1950. The 
bleakest year, however, was 1932, 
when 34% of the drug stores wrote 
their final balance sheets in red 
ink. 


The salary of drug store pro- 
prietors is possibly the most sensi- 
tive measure of the status of the 
business. For the purposes of the 
Lilly report, the salary and the 
net profits are grouped together. 


@ These increased from a dollar 
total of $8,381 in 1943 to $11,311 
in 1948, then turned downward to 
$11,249 in 1949 and $11,165 in 1950 
These figures, of course, include 
interest on the capital investment 
as well as the actual salary which 
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drug store managers pay them- 
selves. 

“Hard work and great care,” 
Lilly believes, “will be needed in 


1951 and the following years to! 


need in every store for an increase 
in store income.” 


@ Profitable drug stores were 
found in cities of every size and 


stop a further drop in drug store| among stores doing various vol- 
income. Competition is certainly} umes of business (of more than 


not going to be any easier. Taxes! 
on profits and other drug store in-| 
come are sure to go up. The same! 
or even a larger amount of store! 


income thus will leave the owner 
with less to spend for himself than 
he has now. That emphasizes the 


$20,000 a year). Thus, the pharma- 
ceutical manufacturer concludes, a 
profitable business depends more 
upon alert management than on 
location or total volume. 

Other conclusions mentioned in 
the report include: 


e When these figures are com- 


pared with similar net profit data 
contained in the 1949 report, the 
decline in profits shows up clearly. 

In that year, 25% of the stores 


Frankly, our 
circulation in 
Stickville isn’t 
too good... 
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1. The ratio of current assets to in 1949 to 11 days in 1950. aoes 
current liabilities was 4.6 on Dec. 4. In the 112 drug stores that j945 
31, 1950, compared with 5.1 at the reported a sales decrease, the aver- 1946 
end of the preceding year. age decline was 4.2%, but this joa 

2. Accounts payable are up. At| 4.2% drop in sales reduced net a4 
the end of 1950, they averaged 24 profit 25.5%. 
days’ purchases. In 1948 and 1949, 5. The average price per pre- Year 
accounts payable averaged 23 days’ scription and the percentage of 
purchases. In 1947, they averaged prescription sales to total sales 1942 


only 19 days. have increased steadily during the 1333 
| past decade: ses 

@ 3. Accounts receivable are up year Number Sales 1947 
from six days’ total sales in 1947 ot per Store 1948 
ag” Stores per Year 1949 

to eight days in 1948 to ten days 4942 326 $40,514 1950 


6. The number of refilled pre- 
scriptions averages about 40% of 
the total number of prescriptions 
filled. 

The figures which form the basis 
for the elaborate charts and tabu- 
lations—and the conclusions—were 
sent in between Jan. 1 and April 
30, 1951, by drug store owners 
using the Lilly Analysis Service 

Each year Lilly invites the pro- 
prietor of each registered drug 
store in the U. S. to submit his 
year’s operations figures for con- 


We concentr ate 


in the City of Los 


Angeles... 


where more than 70% 


of all retail sales 


are made! 
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fidential analysis. Within 60 days, 
he is supplied with a complete 
analysis report representing a per- 
centage breakdown of his figures, 
along with comments and sugges- 
tions. In addition, a copy of the 
annual “Lilly Digest” is sent to 
participants 


Douglass Leaves Coigate; 
Named Erwin. Wasey V. P. 

James C. Douglass has left 
Colgate-Palmolive-Peet Co. after 
several years to become v.p. in 
charge of radio 
and TV for Er- 
win, Wasey & 
Co., New York. 
He replaces C. H. 
Cottington, who 
resigned after 
eight years as 
head of the ra- 
dio-TV depart- 
ment of the 
agency. 

Mr. Douglass, 

J. C. Douglass whose resigna- 

tion as coordina- 

tor of radio and video advertising 
for Colgate became effective Sept. 
14, has been actively engaged in 
the development of all that com- 
pany’s radio and TV programs. 
After World War II he joined 
George Patterson Pty. Ltd. in Syd- 
ney, Australia, to handle Colgate’s 
radio advertising in Australia and 
Asia. He joined Colgate in this 
country in 1948. 


Gundlach Adds Radio-TV 
Setup: Signs ‘Sparkie’ 

G. P. Gundlach & Co., Cincinn 
jad counselor to the dairy ind 
| try, has set up a radio-TV depa 
| ment under the direction of Jolip 
| Waddell and Francis X. McNern 
Gundlach has recently signed f 
the “No School Today” radio s 
| ries, on ABC Saturdays, 9-11 a. 
EDT, and will make the progra 
available to dairy and ice crea 
industries in the U. S. The con 
pany will also produce advertisi 
and promotional material bui 
around “Sparkie,” the progra 
| central character. 


Nordlinger Joins Putman 


Ernest W. Nordlinger, forme 
associate editor of Food Pack 
| has joined Putman Publishing C@, 
Chicago, as assistant editor 
Food Processing. 


THE HOUSEWIVES’ — 
_ PROTECTIVE LEAGUE 
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In the monthly magazines, advertisers are missing nearly two calls 
out of every three opportunities to sell: in the weeklies. they are making 


selling to women—always the majority of his customers and usually 
the majority of his stockholders— will begin to dominate his market, 
will insure his product's place against the competition. 


WOMEN 


| 
h SCENE: 1 public hall. Present are several thousand stockholders of The 
; ‘ John Doe Corporation. In prior years the stockholders’ meetings had 
1" been routine affairs, attended by a dozen eminent directors. But 
' now the public is the owner of John Doe, Inc., and of the stock- 
holders present more than half are women. One of these rises to 
é address the chair. 
STOCKHOLDER: Vir. Chairman! the other ladies here have noticed this, too—is that 
f CHAIRMAN: Yes. Madam? we seldom see our own products advertised in wom- 
aa P en’s magazines. Can you tell me the reason for this? 
STOCKHOLDER: In the report you just read to us you . 
spoke of the amount of money our company spends CHAIRMAN: Yours is a cogent observation, Madam. Of 
on advertising, and noted that this sum, while seem- course, we employ advertising experts who allocate 
ing to be large—up in the millions—was really a our expenditures in different advertising media— 
i fraction, a very small per cent, of our total sales. car cards, newspapers and so on—but recently I 
Now, [ don’t pretend to know anything about ad- have begun to wonder myself whether we were tell- 
vertising, but two things I do know. ing our story often enough to the women who are 
The first is that practically all of our products are our customers . . . and, incidentally, to you women 
F sold to women, and the second—perhaps some of who now own 67% of all of our stock! 
: 
LTHOUGH this story is fictional, the facts are frue. All great» only one call out of every seven! If you had a salesman with a call i 
American companies sell most of their products to women record like that you would probably fire him. ) 
or through the influence of women. Many great companies And the record would be far worse if we eliminated the giants ' 
—perhaps your own—are owned by women. But many great com- who know the sales value of frequency— Procter and Gamble, 
panies fail to tell their story often enough to the women who are always Campbell’s Soup, Bristol-Myers, Cluett-Peabody, Lambert, General ; 
' : ) 
their customers and often their employers. Foods, Fels & Company, and scores of other leaders who are big } 
Of all the principles of sound advertising, surely continuity is and profitable because they know the value of continuous selling. : 
the greatest. On this both the text-books and the practitioners ~ * * } 
i agree. And we are all familiar with the great products of an earlier To encourage better continuity in advertising, Good Housekeeping : 
day which disappeared when continuity was abandoned—Sapolio, has recently introduced a continuity plan for 1952. Recognizing : 
Pears Soap, Force and “Sunny Jim” are all as dust. that readership in the non-continuity months of January, February, | 
I ; I ) y ) ; 
Yet, today the record for the average advertiser warns of an July and August varies as little as 1% from other months, and 
} ° 2 ° ” ans ~ ’ scare , 4 2 . 
| equally dangerous passivity. Here is the “call report’ of all adver- facing the fact that advertisers (unwarranted for many) interrupt 
tisers in certain representative magazines: their continuity by staying out of those months, Good Housekeeping 
offers a 7'2% discount in those months in the firm belief that it 
} Number of Number of | Average insertions ; en : 
MAGAZINE Advertisers Advertisements —per will help our advertisers maintain aggressive throughout-the-year 
' Good Housekeeping 995 4118) selling. 
| Ladies’ Home Journal 636 3027 4.6 : ; . 
i McCall’s 437 2073 . Thus, if you advertisers help us level out our manufacturing 
Woman’s Home Companion 4165 2398 costs, we will share the benefits by helping to sell more by calling 
j American Home 557 2224) 43 more on our nearly 10,000,000 customers and prospects; reaching 
Better Homes & Gardens 982 43661 them with your sales story 12 times instead of 8 or, as in some sad 
| Life . 780 5985 7.2 cases, only 4 times in a whole year. 
Saturday Evening Post 1124 77104 ; ; : ees os 
‘ — - The advertiser wise enough to adopt this plan of repetition in 
TOTAL 5976 31.901 5.3 


-.. influence 85% of all purchases of consumer goods 
-.. are beneficiaries of 80% of all life insurance 

... inherit 70% of the estates left by men 

++. own 669% of all privately owned government bonds 
-.. own 50% of all privately owned stock in corporations 


... hold 65% of the accounts in mutual savings banks 


(00D HOUSEKEEPIN 


The Homemaker’s Bureau of Standards 
‘ 8TH AVENUE AT 57TH STREET + NEW YORK 


Women buy . . . when you buy, buy women! 


We give this seal to no one— 
the product that has it, earns it! 
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Itit Joins ‘Provo Herald’ 

G. Nicholas. Ifft Ill, formerly 
assistant ad manager of the Chron- 
icle, The Dalles, Ore., has joined 
the ad staff of the Herald, Provo, 


Utah. Fred J. Vosper, formerly 
with the Journal, Portland, Ore., 
has replaced Mr. Ifft on the 


Chronicle 


Two Appoint Madison Agency 
Noel Madison & Associates, Los 
appointed to 


has been 


Angeles, 


handle the accounts of Blood Sales 
Co., Long Beach distributor of 
Autoette cars, and Bushnell Binoc- 
ulars, Pasadena. 


Buys Barker Screw Machine 

The plant and equipment of 
Barker Screw Machine Co., Terry- 
ville, Conn., has been purchased 
by Max Sheldon, who has been 
named president, treasurer and 
sales chief of the company. 


ONLY 
Magazine Devoted 
ENTIRELY to 
GAS HEATING 


Write for Statistical Data 
HEATING PUBLISHERS, INC. 
17 E. 37th St., NEW YORK 16, N.Y. 


Mid-Continent Ads 
Offer Sample Plan 


to Lure Non-Fliers 


Kansas City, Sept. 12—If a 
sampling program can build cus- 
tomers for packaged goods, Mid- 
Continent Airlines reasoned, it 
ought to be an effective method 
for making new airline customers. 

Net result of this reasoning is a 
new “first rider” ad campaign in 
ten on-line cities, including Aber- 
deen, S. D.; Muskogee, Okla.; Ma- 
son City and Ottumwa, Ia.; Quincy 
and Rockford, Ill., and Milwaukee. 
The newspaper schedule runs 
through September. 

“Prove to yourself that air trav- 
el is best,” the copy reads, 
sample the comfort, convenience 
and pleasure of air travel.” Read- 
ers are invited to start with flights 
costing less than $10, to see how 
they like it. 


@ For example, one ad in the se- 


Advertising Age, September 17, 1951 


ries—which runs in Bismarck, N. 
D.—says, “Fly to Minot...only 
$6.75, plus tax.” The air distance 
between the two cities is 105 miles, 
far enough, Mid-Continent be- 
lieves, for a non-flier to acquire a 
taste for flying. 

“Our experience with $2.50 
scenic flights along our system has 
proved that it takes only one trip 
to convert the ‘groundling’ to air 
travel,” said Hugh W. Coburn, 
v. p. of traffic and sales. “We feel 
that this campaign will convert 
even more persons from surface 
transport to the airplane.” 


Sylvania Elects Wickstrum 
Barton K. Wickstrum, general 
sales manager for the lighting 
division of Sylvania Electric Prod- 
ucts Inc., New York, has been 
elected v.p. and director of sales. 


Cooperman Gets Liquor Post 


Ben Cooperman, a sales execu- 
tive in the alcoholic beverage in- 
dustry for 18 years, has been 
named western division manager 
of Park & Tilford Distillers Corp. 


RE. 


THE 


RESULT 


RATIO was 


Capital Airlines use more advertising in Detroit 


newspapers than any other. Last May they ran a 


series of 1,000 line ads in The Free Press and other 


media featuring a bargain air vacation in Miami. 


Now, these ads weren't “institutional,” nor “sermons 


in print.” They were written to produce, not merely 


for perusal. They asked for RESULTS .. . NOW. 


j 


The 


wo 


Detroit 


— JOHN S KNIGHT, PUBLISHER 


Story, Brooks & Finley. Inc. National Representatives 


They got just that in The Free Press. The line 


was swamped with business, and The Free Press 


result-record as set down by Mr. Smith was 
in a ratio of “TWO TO ONE” over “other sources 


used in the area.” This is typical of what you 


get in Detroit’s only morning — America’s most 


interesting newspaper. 


Sree Press 


Intermountain Net 
Adds 12 Stations 


Satt Lake Crrty, Sept. 11— 
Twelve new outlets were added 
last week to the Intermountain 
Network, making it the second 
largest such radio station alliance 
in the U. S., George C. Hatch, Salt 
Lake Broadcasting Co., president, 
has announced. 

The addition brings to 39 the 
number of the chain’s affiliates in 
eight western states. The net was 
established in 1940 with three sta- 
tions. 

Salt Lake Broadcasting Co., 
with headquarters in Salt Lake, 
controls the Intermountain Net- 
work. Only the Don Lee regional 
system on the West Coast is larger, 
Mr. Hatch said. 

“The region now blanketed by 
our network includes 1,017,750 ra- 
dio-equipped homes,” he said, “al- 
though only 4% of its families cur- 
rently have television sets. Total 
retail sales of the region were up- 
wards of $3,955,000,000 in 1950 
according to U.S. Bureau of Cen- 
sus figures.” 

All stations will be connected by 
leased wire to the Intermountain 
Network, with newscasts, sports 
and other entertainment coming 
from the home studios at 146 S. 
Main St. here. Salt Lake City and 
Station KALL will henceforth be 
originating point for all Inter- 


mountain MBS programs, Mr. 
Hatch said. 
The new stations are in New 


Mexico, Colorado and Texas. They 
are: KFEL, Denver; KOKO, La 
Junta, Colo.; KRTN, Raton, N. M.; 
KFUM, Las Vegas, N. M.; KVER, 
Albuquerque, N. M.; KTNM, Tu- 
cumcari, N. M.; KICA, Clovis, N. 
M.; KGFL, Roswell, N. M.; KSVP, 
Artesia, N. M.; KOBE, Las Cruces, 
N. M., and KSET, E! Paso, Tex. All 
of these have Mutual Broadcasting 
System ties. 


Survey Indicates 
Income Tax Reduces 
Executive Incentive 


New York, Sept. 11—Seventy- 
five per cent of the companies an- 
swering a recent survey by Mill & 
Factory, a Conover-Magt publica- 
tion, feel that high taxes are di- 
minishing the incentive of em- 
ployes at the executive level. 

The survey shows 46% of the 
respondents have noticed a reluc- 
tance on the part of executives to 
take on additional responsibility 
because the increased tax bite 
takes away most of the advantages 
of salary increases. 

About 43% of the companies 
answering believe that the effi- 
ciency of junior executives is im- 
paired by high income taxes. 

The vast majority—87% of those 
replying—believe that some alter- 
nate tax plan better than the pres- 
ent one can be devised. 


Jones Will Join ‘U.S. 
News & World Report’ 

Wes Jones, formerly advertising 
promotion manager of Macfadden 
Publications, New York, will join 
U. S. News & World Report in 
Washington on Sept. 24 as manag- 
er of marketing research. 

Mr. Jones joined Macfadden in 
1937 as promotion manager of 
Macfadden Women’s Group. He 
later was shifted to the sales staff 
and became promotion manager of 
True Story in 1942, promotion 
manager of True Story Women’s 
Group in 1949, and moved up to 
Macfadden promotion manager 
two months ago. 


Health Foods to Tilds & Cantz 

Tilds & Cantz, Hollywood, has 
been appointed to handle advertis- 
ing and sales promotion of the 
Health Foods Assn. of Southern 
California, a group of 137 retail 
health food stores. Newspapers, 
radio, TV and direct mail will be 
used in the area. 
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What would you expect to happen 
if you raised your selling price AO%? 


| is is what happened... 
; : 
7 and this bee 
i Change In Advertising Revenue is Pp ene 
First 6 Months 1951 vs. 1950 a 
(Based on One-time Rate) REDBOOK has sold more copies at 35¢ in August, its first issue at the ._ 
; ameem webu new price. than the average sale of the first 6 months of 1951 at 25¢! { 
y LA 73.5 Sy 
} 2 Todey’s aes 542 Reports from dealers show a newsstand sale of more than 900,000 7 
° deal roe copies as compared with an average for the first 6 months of 896,000! _ 
i : — ; a Total circulation for the first 6 months of 1951 averaged 1,993,000 
. orone' J », 
7. Time 17.0 copies per issue. ; 
8. Collier's 15.8 er a 
' 9. Better Homes & Gardens 146 : 
10. REDBOOK 142 REDBOOK’S AUGUST NEWSSTAND CIRCULATION IS THE SECOND* LARGEST NEWS- | 
i 11. True f Wt STAND CIRCULATION CURRENTLY REPORTED BY ANY MAGAZINE IN THE UNITED j : 
12. Saturday Evening Post 10.4 ; A 
13. Woman’s Home Companion 10.0 STATES AT 35¢ OR MORE! { 7 
14. Life 8.5 ; \ 
15. McCall's 76 ' b 
16. ‘ . Ne ae . , : 
- > cars eames ao A magazine is just like any other product Through the years these Young Adults have 
18. Good Housekeeping 24 sold. The demand is there when it’s worth its proved to be “hungry” buyers — in their = 
: a renee en Journal os — selling price. 4 years ago, REDBOOK inaugu- —_about-to-be-married, just-married, family- 
21. Popular Mechanics ~ ie rated an editorial program to make REDBOOK —_ forming years, needing furniture and appli. 
= eg = re of special value and significance to the 18 to ances for their new homes, clothes and food 
5 aren azne - A . «ae ° . 
St Meceiieen cate = 9e 35 year-old age group, selecting every story, for their new families... automobiles, refrig- 
~ ine — 56 feature, and article with one thought in mind: _ erators, cigarettes, beverages . . . 
27. rae ene re pr to serve the interests and needs of YOUNG Now is the time to bring yourself up-to- 
t 28. True Confessions — 67 ApULTs. Now, even at a higher price, more — date on REDBOOK. Its rising circulation, its 
, ms seer Magesinn ss and more Young Adults are demonstrating increasing advertising linage, reflect Rep- 
4 31. Cosmopolitan —~182 that REDBOOK is worth it! BOOK’S growing value to marketers of all 
32. True Story —9.4 This is important news to advertisers. products. * Second only to Good Housekeeping. 
t Source: Publishers’ Information Bureau 
N Have you read the new and even more caluable Rrpnook lately? 
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LL STREET 
18 THE WA 
| i a Hiked 10 Cents 
| Redbook Magazine = Cents 
| Newsstands to $9 VS 
. A Copy on ® ve newsstand price in Conede, — 
—ecnme emeeces oett|ae  ct Gu area 
i ’ ou - > , 
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THE VITAL YEARS 4 
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Adults 


THE VITAL MARKET 
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That boy’s going to sell Henrietta. 

He’s already sold her Ma and Pa, Uncle 

Charlie and most of the neighbors. 

This is something called mass impression... 
Successful consumer advertisers 

have made money with it for years. 

They know volume advertising makes volume sales. 
How about you? 
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4 
: Swish! ‘There goes a Cadillac. Great automobile. : 
How do you know? Do you own one? Ever drive one? Excuse us for getting & 
personal but . . . can vou afford one? 
Then how do you know? 
= a : 
Could it be that management at Cadillac, as sound at selling cars as it is at mak- oar 
( ing them, surrounded you and you and you with a mass of favorable impressions? 
; } So that, when you pick up your newspaper or Saturday Post or other mass media, s 
vou see lots and lots of good big Cadillac ads? 
Could be. . . ie 
Could be this business of mass impression . . . this psychology of literally sur- 

. ES 
rounding the prospect with favorable opinion . . . has paid out for a lot of smart me 
sellers in the consumer field. All right—then give us one good reason why it 
won't pay out just as sumptuously for business products—from bookkeeping a? 
machines to truck tires. 

You've got one? The business market isn’t big enough. Big! By conservative ' ae 
measure it’s four times the consumer field . . . a bouncing big $500 billion mass 
market. 
Huh? Youi'say buying is limited to a selected few in the business field. Don’t you . 
believe it! For certain specialties, yes . . . but there’s an army of gcods and . ] : 
services consumed clear across business and industry . . . and an army of busi- oS 
nessmen, title unknown, who instigate, influence or okay their purchase. a: 
, 
Come again? It’s too expensive to mass attack the business market? Could any- ez 
thing be more expensive than the high cost of just missing your market? Could eg 
anything be less expensive than Nation’s Business and its whopping three- 
quarter million businessman audience at $4.33 per page per thousand? Can any | . 
other magazine take the place of business’ biggest circulation? a 
A 
| And while we're at it, could anything be more economical than this simon pure, A 
all-businessman audience . . . more powerful than 85% coverage of big business 
j (47% of the key executives) . . . more penetrating than the way Nation’s 
Business covers smaller businesses . . . more dominating than NB’s subscriber 
| pattern in any major U. S. trading area? i 
What's that? What's the next issue you can catch? | 
{ ity 
t . 
| 4 
mass coverage of business management eo 


Y x 
Nitiows Buses 


A GENERAL MAGAZINE FOR BUSINESSMEN 
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In Price-Cut Wars, | 
Many Products Cost 
More, Mermey Says 


NASHVILLE, Sept. 12—Stores 
warring on prices victimize con- 
sumers by juggling prices, not by 
cutting them, according to Maurice 
Mermey, director of the Bureau 
of Education on Fair Trade, New 
York, in a speech today before the 
Tennessee Wholesale Grocers’ 
Assn : 

Mr. Mermey’s attack on price 
juggling came two days after he 
told the New Hampshire Pharma- 
ceutical Assn. at Bretton Woods 
that price wars during the last 
three months have failed to curb 
inflation 

In his address here, Mr. Mermey 
declared that price juggling on 
national brands “does not lower a 
store's over-all prices.” 

“The operating costs of price 
jugglers,” he said, “are as high as 
and often higher than the oper- 
ating costs of their competitors, 
big and small. Consequently, price | 
jugglers must have equally high} 
or even higher markups than their | 
competitors. Where the markup 
becomes a drastic markdown on 
loss leader items, then the other 
markups must be juggled to ac- 
commodate the loss.” 


@ He declared that fair trade | 
Prices “are a bargain and always 
Rave been” and pointed out that 
fair traded drug store products 
“have risen only 10.5% in the 12 
i@flation-ridden years since pre-| 
War 1939. No other merchandise 
Has .a comparabie record on 
Prices.” 

SAt Bretton Woods, Mr. Mermey 
S@id price wars could not curb in- 
ot on. “Even the cut prices on 
fair traded goods, featured during 
the recent price wars, failed to 
h@lp most consumers, even tempo- 
rari! ” He said this was true be-| 
c@use consumers attracted by price | 
= “could not resist the tempta-| 
tion to buy other merchandise on| 
Which the retailer realized greater | 


tian normal profit.” 


L, E. Stewart Named Nash 
Sales Promotion Manager 

L. E. Stewart, assistant sales 
pfomotion manager of Nash Mo- 
tofs, Detroit, has been promoted to 
sales promotion 
manager. After 
joining Nash in 
1946 as Chicago 
district manager, 
Mr Stewart 
was successively 
named assistant 
Milwaukee zone 
manager and as- 
sistant Chicago 
zone manager 

H. E. Cardoze 
Jr., previously 
used car manag- 
er, has been promoted to manager 
of sales training for the division. 


L. E. Stewart 


W. C. Newberg Appointed 
Dodge Division President 

W. C. Newberg, v.p. of the 
Dodge division of Chrysler Corp., 
Detroit, has been elevated to presi- 
dent of the division, succeeding 
L. L. Colbert, who had continued 
in that capacity since his promo- 
tion to Chrysler presidency last 
November. 

Other executive promotions in- 
clude: L. J. Purdy, named v.p. and 
general manager of trucks for 
Dodge; E. C. Quinn, Dodge general 
sales manager, named v.p. and 
general manager of Chrysler; Er- 
nest C. Dock, Dodge assistant 
general sales manager, to succeed 
Mr. Quinn, and K. C. Deacon, 
Dodge truck sales executive, 
boosted to operating manager of 
the truck plant. 


Seating to Kerker-Peterson 

Kerker-Peterson & Associates, 
Minneapolis, has been appointed 
agency for Seating Inc., St. Louis 
Park, Minn., manufacturer of port- 
able bleachers. 


Doris Korsen Joins Cowles 

Doris H. Korsen, formerly with 
the National Assn. of Waste Mate- | 
rial Dealers Inc., has joined the’ 
promotion department of Cowles 
Magazines, New York, as assistant 
to Doris Doland, manager of public 
relations. 


Astral Names La Porte 

Astral Industries Inc., refrigera- 
tor manufacturer, has appointed | 
La Porte & Austin, New York, as/| 
agency. Newspapers and business 
papers will be used. 


Tintair Introducing 
Lightening Change 


New York, Sept. 12—A new 
product called Lightening Change 
—which will lighten hair up to 
eight shades in 10 to 30 minutes 
—will make its bow nationally 


;next Monday. Tintair, the home 


hair coloring, will introduce the 
item through drug and department 
stores. 

The home hair lightener, retail- 
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ing at $2, will be packaged in a 
gold, white and black carton simi- 
lar to that of Tintair. The new 
product contains one fluid ounce 
of essence and two ounces of re- 
leaser. The two are mixed in a 
bowl before application. 
Lightening Change will be ap- 
plied much as Tintair is, and may 
be used on bleached, dyed or per- 
manently waved hair. It is unlike 


Tintair in that it is not a hair 
coloring. 
Cecil & Presbrey, the agency, 


will promote the product via Tint- 
air’s “Somerset Maugham Tele- 
vision Theater” (NBC-TV). News- 
papers and a network radio show 
will be used later. 


A. E. Giegangack Promoted 


A. E. Giegengack, v.p. and east- 
ern sales manager of Electro- 
graphic Corp., has been given the 
additional post of manager of the 
company’s New Haven Electrotype 
division, following the resignation 
of Wilbert A. Rike. 


More than half the 


LIFE reaches 57.2% of the population 
in the top 696 markets 


The new, important Accumulative Audience Study of LIFE 
by Alfred Politz, Inc., measures the number of people who 
read a single issue of LIFE (23,950,000 Americans), reveals 
how this audience grows in the course of 13 issues to a total 
of 62,600,000 different people aged 10 and over. 


It also analyzes the characteristics of these LIFE readers 
—who they are, what they buy, where they live. 


For example, the 696 top U.S. markets (urban areas with a 
better than 10,000 population) which account for 82.5% of 
all retail sales, account also for 83.4% of LIFE’s audience. 


9 Rockefeller Plaza, New York 20, N. Y. 
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New York Publishers Elect 


Edward J. Hughes of the Port 
Chester Item has been elected 
president of the New York State 
Publishers Assn. Other officers 
elected include Louis G. Buisch of 
the Hornell Tribune, named v.p., 
and Herbert W. Cruickshank of 
Gannett Newspapers, who was re- 
elected secretary-treasurer. 


Weiss Named NYU Professor 


E. B. Weiss, director of adver- 
tising for Grey Advertising, New 


=, ig 
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York, has been appointed adjunct 
professor of marketing at the 
school of commerce and finance 
of New York University. He will 
deliver a lecture course on “Mar- 
keting Changes and Their Impact 
on Advertising.” 


Closet Accessory Men Unite 
The Closet Accessories Manu- 
facturers Assn. has been formed 
with offices at 9 E. 45th St.,. New 
York 17. Proposed aims of the or- 
ganization, as suggested by manu- 
facturers, are consumer education 


through cooperative advertising 
and publicity; improvement of re- 
tailer and government relations, 
avd research into potential markets 
for closet accessories 


Pl~ns Co-op Feed Bag Drive 
Beaumont & Hohman, Kansas 
City, has been appointed agency 
for a cooperative campaign for 
cotton feed bags. Companies in- 
volved are Bemis Bro. Bag Co., 
St. Louis; Chase Bag Co., Chicago; 
and Percy Kent Bag Co, N. 
Kansas City, Mo. Midwest regional 


1 


and sta‘e farm publications, busi- 
ness parers and point of sale will 
be used. 


Ayer Now Has All Telechron 
The Boston office of N. W. Ayer 
& Son has been appointed agency 
for industrial products of the Tele- 
chron department, Ashland, Mass., 
of General Electric Co. The switch 
from James Thomas Chirurg Co., 
Boston, becomes effective Jan. 1. 
The Ayer New York office has 
been handling Telechron’s house- 
hold clock advertising since 1929. 


nation reads 


LIFE’s audience is greatest where 
retail sales are greatest 


Market Groups 


% of U.S. 
Retail Sales 


% ot LiFe 
Audience 


Top 50 markets 


49.5 


51.0 


Next 100 markets 


14.4 


14.0 


Next 200 markets 


10.9 


10.8 


Next 300 markets 


7.2 


6.8 


lence 


(Arvin Asks Itself— 
Why Not Run Single 
Ads Consecutively? 


Cuicaco, Sept. 12—A novel ser- 
ies of ads, each devoted to a dif- 
‘erent product of Arvin Industries, 
Columbus, Ind., appeared on four 
successive pages of this month's 
Better Homes & Gardens 

Although not planned that way, 
when Arvin and its agency, Roche, 
Williams & Cleary, Chicago, 
noticed that four half-pages and a 
column were scheduled for BH&G 
in September, the series plan was 
adopted, on the theory that “a 
stronger registration of the Arvin 
name would result.” 

The series begins on Page 234 
with a half-page in color for Arvin 
dinettes and a quarter-page b&w 
for its ironing table. Facing the 
dinette ad is a b&w half-page for 
irons and that is backed by a half- 
page in color for Arvin radios 
Arvin TV is promoted opposite 
with a color half-page. 


es BH&G executives here com- 
mented that advertisers normally 
seek wide spacing for their ads, 
but some occasionally integrate a 
continuous series of pages in a 
single promotion. Arvin's 
however, are distinct and 
contained, except for the 
name. 

In the November Better Homes 
| the experiment will be repeated, 
| although with a larger schedul@— 
| two four-color pages; a half-page 
in four colors and one in two col@rs, 
and a single column béw. 


Arvin 


Abitibi Promotes Trenholm ~ 


Lee Trenholm has been given 
the post of advertising and public 
relations manager of Abitibi Paw- 
er & Paper Co. in addition to the 
similar position he holds h 
Provincial Paper Ltd., an Abiffbi 
subsidiary. Both companies arein 
Toronto. : 


| 5 

Crane Co. to Leo Burnett 

| Crane Co., Chicago, has \- 
pointed Leo Burnett Co., Chic . 
to handle its plumbing and he@t- 
ing division advertising The fe 
dustrial phase of the account Will 
continue to be handled by Bucien 
Co., which formerly handled @ll 
Crane advertising. i 


' 
Lawrence Gumbinner Moves 
Lawrence C. Gumbinner Adver- 
| tising has moved to new offices at 
| 655 Madison Ave., New York 21. 


THE BIGGEST NAMES IN THE BIGGEST” 
FIELDS ARE USING THIS BIGGEST BUY 


PENICK & FORD = 
Uses 26 7 x 10 ads in 
CANDY INDUSTRY 
to tell its story of Corn 
Syrup and Starch to 
the billion dollar 
candy field. 


Canpy [INDUSTRY 


107 West 43rd Street, WLY.€. ; 
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i. reach more radio listeners 


. 
’ 
’ 
: 
, 


at half the cost...and do what you 


please with the savings. 


Simply? Yes—on Mutual. 


The average Sunday afternoon pro- 


gram on the Mutual Network (up 


ren 
° 


to 7 p.m.) regularly delivers half a , F 
million more listeners than the four- 


network-average evening program 


ee a 
* elie rosa erates 


all week—at 52% of the four-network- - 


ae average evening time cost. 


With an average audience of over- The i 


Mutual = 
And with an average saving of over utua 
$4,800 a week, it’s yours to eat, too. f ro 9 ( ' 9 ° ting 


Why not help yourself to a slice of 


Sunday afternoon on Mutual? System 


8,800,000 a week, you take the cake. 


the difference is MUTUAL! = SSIS 


Homes Reached Date: NRI, Oct., ‘S0-Apr., ‘S!. Listeners per Set Doto: ARB, Feb., “SI. 
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Drug Makers Balk 
at New Marketing 
Control for FDA 


WASHINGTON, Sept. 13—Spokes- 
men for the Proprietary Assn. and 
pharmaceutical houses 
week that a new 
‘ law pending be- 
fore the Senaie and public 
mmittee gives the Food 
Administration unpre:e- 
control the 


for major 
contended this 
prescription dr 
labor 
velfare ¢ 


ind Prag 


fented authority to 

narke‘ing of drugs 
Spoke n fer the manufac- 
ri ups centered their fire 
+ provision in the bill which 


suthorizes FDA to list drugs which 


are to be sold only on prescription 


‘If S. 1186 is 
present form,” Dr 
Cullen of the Proprietary Assn 
testified, “the first to suffer under 
its provisions will be the manufac- 
proprietary medicines 


enacted in its 
Frederick J 


turers of 


“We are sure that in a very 
short time many of the products 
that are now being used in self- 


medication will be placed upon the 
prescription list, and as the years 
go on the list of drugs that may 
be used in self-medication will be 
reduced until proprietary remedies 
Will practically disappear from the 
market.” 
@ In addition to the provision au- 
thorizing FDA to list dangerous 
@ugs, the bill contains language 
@ready approved by the House 
a@ithorizing druggists to take pre- 
Sription orders by telephone, and 
t® refill prescriptions unless other- 
ise instructed. The House struck 

t the listing authority sought 
by FDA 

Deputy Food and Drug Com- 
Missioner George P. Larrick testi- 

»d that present methods of stop- 

ng the sales of dangerous drugs 

case-by-case prosecutions are 
1e consuming and relatively in- 
at ctive 

> He repor:ed that court action to 
stop the sale of male 
s@x hormones has been pending in 
California since 1949. “After two 
years, we have an injunction to 
sp one company, but we still 
h@ve to file individual cases against 
a®ozen others.” 

"Currently, manufacturers decide 
for themselves when a product is 
safe for over-the-counter sale, 
but their product is subject to 
eizure in the event the Food and 


dangerous 


Drug Administration considers it 
mislabeled, In several instances, 
FDA says, drugs marked for pre- 

rip.ion only by one manufac- 


turcr are sold without prescription 


by other 


@ Spokesmen for 
and 


pharmaceutical 
associations companies con- 
tended that reputable firms 
backward to avoid over- 


most 


lean over 


the-counter distribution of dan- 
gerous drugs. They argued that 
the promulgation of official lists 
would be time-consuming and 


jeopardize the interests of 


he companies 


would 
They that there is 
no problem with admittedly dan- 
gerous drugs, but that there would 
be constant controversy over drugs 
where there is a difference of 
opinion 

At one point Sen. Hubert Hum- 
phrey (D., Minn.), former drug- 
gist, who is sponsoring the bill, 
commented that “where there is 
a difference of opinion, the issue 
decided by some- 
financial stake in 


pointed out 


should not be 
who has a 
the decision.” 
Sen. Humphrey promised to con- 
suggestions to protect man- 
ufacturers against unreasonable 
delays or unreasonable caution on 
the part of the administrator He 
pointed out that his bill permitted 
them to obtain injunctions against 


one 


sider 


the administrator unless that of- 
ficer could clearly prove that .he 
product was dangerous 

The National Assn. of Retail 
Druggists is supporting the bill, 
arguing that it relieves druggists 
of legal responsibilities which they 
face under existing law. 


Premium Show All Filled 

All available space has been 
taken up for the four-day New 
York premium show which opens 
in the grand ballroom of ihe Hotel 
Astor, Sept. 17. The annual pre- 
mium program clinic will be held 
Tuesday, Sept. 18 at 10 a.m., and 
will feature a demonstration of the 
effectiveness of color television 
when used in premium promotion. 


Capper Boosts A. J. Michel 

A. J. Michel, advertising pro- 
duction manager of Capper-Har- 
man-Slocum, Cleveland publisher 
of Ohio Farmer, Pennsylvania 
Farmer and Michigan Farmer, 
has been promoted to advertising 
promotion manager. He replaces 
Leo W. Nist, who has been recalled 
to active duty with the U. S. Navy. 


FIRST COMMERCIAL JOB—According to Calvert Distillers, Yousuf Karsh (seated 
right) took on his first commercial assignment when he agreed to photograph the 
Lord Calvert men of distinction who were chosen for this fall. Looking over some 
of Mr. Karsh’s photographs are (left to right) Tubie Resnik, executive v.p., and 
Edgor E. Guttenberg, director of advertising, of Calvert, and William L. Newton, 
account executive, and W. J. Loveman, art director, of Geyer, Newell & Ganger. 
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Frederic Schneller, Former 
Lever Exec, Joins D'Arcy 
Frederic A. Schneller, formerly 
general merchandising nanager of 
ever Bros. Co., 
New York, has 
been appointed 
v.p. in charge of 
merchandising of 
D'Arcy Advertis- 
ing Co., St. Louis 
’ Before joining 
» —s L Bros. in 


j 1947, Mr. Schnel- 
ler was vV.p. 

é \ of Cramer-Kras- 

selt Advertising 

Frederic Schneller Agency, Milwau- 
kee. The D'Arcy 
effective Oct. 1. 


‘ver 


appointment is 


S. Carolina Pians Drive 
A nine-month campaign 
moting South Carolina for new 
industry was begun this month 
through Henderson Advertising 
Agency, Greenville, S. C. Publica- 
tions scheduled are American Wool 
& Cotton Reporter, Business Week. 
U. S. News & World Report, New 
York Herald Tribune, New York 
Times and Wal! Sireet ‘ournal. 


oro- 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, New. York 19, N. Y. Publishers of The American Magazine, 
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Quaker Oats Surprised and Pleased to Find 
That It Is Tops in Protein Among 14 Cereals 


Cuicaco, Sept. 12—When Quak- 
er Oats Co. and its agency, Sher- 
man & Marquette, read in “Food 
Research” last spring that Quaker 
Oats provided more protein nour- 
ishment than 13 other hot and cold 
cereals tested with it at the Uni- 
versity of Arkansas, it decided to 
pass on the news to consumers 

“Food Research” is the official 
publication of the Institute of Food 
Technologists. 

Today more than 700 newspa- 
pers carried 726- and 996-line ads 
bold-faced, “University proves 
Quaker Oats the best of all 14 
leading cereals.” Parade, This 
Week Magazine, First 3 Markets 
Group and Locally-Edited Group 
will greet Sunday readers with the 
account of Quaker Oats’ suprema- 
cy. 

The story also is being told on 
Quaker’s “Challenge of the Yu- 
kon,” Sundays on Mutual, and the 


“Gabby Hayes” TV show over NBC 
Sunday, and reprints of the origi- 
nal article have been sent to dieti- 
tians. 


@ Larry Wherry, Quaker account 
executive with S&M, told AA the 
test and results came as a surprise, 
although it has been known that 
rolled oats, because they are not 
processed with high heat, retain 
their original protein value. The 
purpose of the 10-week test, he 
said, was to find out the extent to 
which grain protein is harmed 
in processing. 

In a chemical analysis of the 
food materials before processing, 
Mr. Wherry admitted, Quaker Oats 
(17%) ranked behind Corn Soya 
(18%) and an unnamed baby 
cereal (19%) in amount of pro- 
teins, but both in protein efficiency 
and rate of growth of animals 
tested, Quaker Oats was tops. 


Acres Markets Gift Filberts 

The Acres, Oregon City, Ore., 
has added filberts in gift con- 
tainers to its holiday specialties 
line and is using Sunset Magazine 
and the New York Times Maga- 
zine, as well as direct mail, for 
introductory advertising. Botsford, 
Constantine & Gardner, Portland, 
is The Acres’ agency 


KEYL Joins CBS-TV 

KEYL, San Antonio, already a 
TV affiliate of American Broad- 
casting Co., will join the Columbia 
Broadcasting System TV network 
on Dec. 11. 


Nickel Joins Kastor & Sons 

Frank Nickel, formerly with 
George L. DeVille Advertising, 
Chicago, has been named art di- 
rector of H. W. Kastor & Sons, 
Chicago. 


Shorey Named De Luxe V. P. 

George C. Shorey, formerly v.p. 
of Advance Litho Plate Co., Cin- 
cinnati, has been appointed v.p. 
of De Luxe Engraving Co., Cin- 
cinnati. 


Belmont Tells Plans 
for $1,000,000 TV 
Fall Ad Campaign 


Cuicaco, Sept. 11—Belmont Ra- 
dio Corp. has sufficient faith in 
the consumer market for television 
this fall to back its line of Ray- 
theon receivers with an ad budget 
of almost $1,000,000. 

The company unveiled four new 
table model video receivers and 
disclosed its ad plans at its annual 
sales convention here yesterday. 

“It's futurized” is the company’s 
new merchandising theme. The 
slogan refers to FCC's recent 
actions regarding UHF and coior 
TV. Four major steps have been 
taken with regard to marketing 
of Raytheon television receivers 
in the 1951-52 season. 

1. The development of a device 
that is said to improve fringe area 
performance by almost 40%. 

2. The addition of a color “com- 
panion”™ that produces a full-color 
picture, and an adapter that gives 


Collier's, and Woman's Home Companion 


Yes, 


“Family Service” magazine. To illustrate: 


In the September issue — 


Who pushes your product ’? 


who? And to whom? And how long? And how 
much? The answers are in The American Magazine—the 


Advertisers of records, phonographs, television sets, 


hi + 


c ions, read: Collecting Records Is Fun— 
The American family’s month-long guide to the best 


in home entertainment. 


Advertisers of paint, hardware, tools, all household 
maintenance products, read: Help For Your House 
—a regular source of “how-to-do-it” for the American 


family. 
Coming in October — 


Advertisers of cold tablets, anti-histamines, vaporizers, 
salves, cough and nose drops, etc., read: Common 
Sense About the Common Cold — one of The 
American Magazine's continuing family health series. 


Advertisers of bus, rail, ship, air lines; resorts, luggage, 
travel togs, sporting goods, read: We Found An 
Island Paradise, ond Something New In New 
England — two colorful monthly family travel feo- 
tures, in one issue of The American Magazine. 

All Advertisers, read: Help Wanted In Washing- 
ton, by U. S. Senator Douglas (Ill); What the GOP 
Must Do To Win In ‘52, by U.S. Senator Saltonstall 
(Mass.)—The ~yenenee Magazine's editorial support 


for i campaig 


Who, then, pushes your product? The answer is in the 
American Magazine—where advertiser-conscious features 
condition the reader for successful product selling. 

To Whom? The answer is in The American Magazine — 
where family-conscious features make it the guide for suc- 
cessful family living. 
How Long? The answer is in The American Magazine — 
where “Family Service” editorial supports you this month, 
every month, and all month long. 
How Much? The answer is in The American Magazine — 
where your advertising belongs—where your advertising 
costs less because The American Magazine lives longer 
and pushes harder. No mistake about it— 


merican 


MAGAZINE 


the Anion 


nl 


| paign are Life 


43 


b&w from a color signal. Suggested 
retail price of the adapter is $14.95 


e 3. A continuous-type UHF 
tuner that will permit reception of 
all 70 new UHF channels. An UHF 
tuner installed at the factory as 
optional equipment on new re- 
ceivers was listed at $29.95, or in- 
Stalled on sets in the field for 
$39.95 : 

4. Price reductions range from 
a $50 drop in the price of Model 
M-1711 (from $279.95 to $229.95), 
to a $120 reduction in the sug- 
gested retail price of the console 
combination, which now lists at 
$349.95. All prices include federal 
excise tax. 

G. L. Hartman, general sales 
manager of Belmont Radio Corp., 
announced the appointment of 
Nash-Kelvinator Sales Corp. as 


| the Raytheon television distributor 


for Georgia, Florida and the major 
part of Tennessee, With the open- 
ing of the East-West TV hook-up 
other new markets are being 
studied. 


s “A total of $750,000, plus a sup- 
plementary $200,000, has been as- 
signed to the company’s fall ad 
budget,” said Allen Henry, adver- 
tising manager of Belmont Radio 
Corp. “This is a 25% increase over 
last fail’s budget.” 

Included in the magazine cam- 
and The Saturday 
Evening Post for straight consumer 


ads and Good Housekeeping, 
Newsweek and Time for the §n- 
Stitutional promotion. The p@int 


of sale helps include reproduc tions 
of these ads for use on counters 
in Raytheon dealers’ stores 

At present the company spon- 
sors John Cameron Swayze's St 
day news broadcast (NBC, es 
p.m., CDT). 

The company’s agency is H Bri, 
Hurst & McDonald 
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Holden Gets Adclub Post 
Jack Holden, advertising r - 
ager of Rubenstien’s store, Eugene, 
Ore., has been elected presideng of 
the two-month-old Lane Coupty 
chapter of the Oregon Adverti r4 
Club. Chapter membership is up 
to 60 ' 
1 
United Has Profit for Year ' 
After a $592,689 
previous year, net earnings’ of 
$743,258 were shown by United 


Wallpaper Co., Chicago, for e 
fiscal year ended June 30, 1961. 
35 more n 


loss for e 


Sales of $16,850,2: 
doubled last year’s $8,242,519. 


Nicholson Joins Marfree 

Irv Nicholson, public relations 
consultant to industrial companies 
for many years, has been named 


director of public relations for 
Marfree Advertising Corp., New 
York 


Increase sales, dress-up your packages. 


speed up deliveries with FENT-ONAMEL 
labels. They re different - the only 
labels of their kind made 


Write TODAY for somples & prices 
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‘Read the Label,’ Food and Drug 
Administration Urges in Booklet 


WasHIncTon, Sept. 11—On the 
inside back cover of its new book- 
let, “Read the Label,” Food and 
Drug Administration today re- 
minded consumers that every time 
they make a purchase of a food, 
drug or cosmetic item, they “vote” 
for the kind of merchandise they 
want. 

“The Food and Drug Adminis- 
tration is your ‘consumer protec- 
tion agency’ in the federal govern- 
ment,” the message explains. “Its 
job is to take legal action against 
those products which are impure, 
unsafe or improperly labeled. But, 
as a consumer, you have a job, too 

“Under our American system 
you have your choice of a vast 
variety of wholesome, truthfully 
labeled products to suit your tastes 
and needs. You, yourself, have a 
voice in determining the kind, 
style, and variety of products you 
receive 

“Every time you make a pur- 
chase of foods, drugs or cosmetics 
you are casting your ‘vote’ for the 
kind of merchandise you want 
Manufacturers are guided by your 
buying decisions. So be an intelli- 
gent voter. Read the label.” 


The new 40-page publication 
Is in simple words, with cartoon- 
sty ik illustrations, what to look for 
of labels. “Read the Label” is for 
e at 15¢ a copy by the Super- 
at of Documents, Washing- 
tén 25, D.C 
“Labels can help you get your 
money's worth and guard your 
family’s health,” said Charles W. 
oo Commissioner of Food 
d Drugs. “They contain informa- 
tion required by laws which Con- 
has enacted for your pro- 
tion—but if vou do not read the 
bel, you are losing the benefits 
that protection.” 
Opening its explanation of food 
bels, the publication explains: 
“Back in the days of open crack- 
barrels in grocery stores, the 
Surchaser could inspect the wares 
and often even sample them. 
‘Today we have many more 
pes of manufactured products 
amd almost every processed food 
i§ packaged to protect it from dust 
@fd insects and facilitate handling. 
The buyer can't examine the con- 
tents and must depend upon the 
labe! as guide to the inside 
contents of the package.” 
“First of all,” the pamphlet says, 


CSS 


his 


“the label must be truthful. It is 
not enough to avoid untruthful 
statements. The label must tell 


about the product in a way which 
will not mislead the purchaser. .” 


s Later, the booklet tells how food 
“standards” are prepared and in- 
corporated into labels. It explains 
the use of the expression “below 
standard in quality” and similar 
terms 

Outlining FDA's continuing 
studies of vitamin enriched foods, 
the pamphlet reproduces a label for 
a 10-0z. package of “Super 
Roasties.” Pointing to the legend 
“One ounce of Roasties provides 
1/10 of the minimum daily re- 
quirement of Vitamin B,” it ex- 
plains: “From this label you know 
that eating all the Roasties in the 
package would give you all the B 
[sic] you need for the day.” 

An entire page, bordered with 
the caricature of a bespectacled, 
long-haired announcer clutching a 
microphone, warns that “high 
pressure selling frightens people 
into a false belief that their diets 
are deficient in vitamins and min- 
erals. 


e “But you don’t have to eat 
peculiar, bad-tasting foods to be 
healthy. Top-flight nutritionists 
regard our abundant common 
foods, such as milk, meat, vegeta- 


bles, fruits, cereal products, as the 
best sources of normal vitamin and 
mineral requirements.” 

In a subsequent session on the 
drug label, FDA explains the use 
of U. S. Pharmacopia standards in 
labeling 


@ On another page, illustrated with 
a tombstone, it warns, “Don’t get 
angry with your druggist if he re- 
fuses to sell you a potent drug) 
without a prescription, or if he re-| 
fuses to refill your prescription | 
without authorization from the 
prescribing physician. 

“There are sound medical rea- 
sons why you should return to your) 
physician for examination before 
continuing te take the prescribed 
medicine longer than originally 
planned.” 


The ingredients must not be named or listed in a 
misleading way. They should be named im the 
order of their predominance in the food 


ARE YOU BUYING A CAN OF 


More chicken than 
noodles 


Mostly noodles, but must contain 
enough chicken to be 


mentoning 


A 


worth 


ON READING THE LABEL—This is a typical page in ‘Read the Label,’ 15¢ Food and 
Drug booklet to advise consumers what to look for on product labels. 


In its discussion of cosmetic 
labeling, FDA assures that dyes 
authorized for use in lipsticks are 
safe. But it warns, “Such a cos- 
metic as hair dressing may con- 
tain a coal tar dye safe only for 
external use.” 

It calls attention to caution state- 
ments which appear on cosmetic 
products which may cause skin ir-| 
ritation in certain individuals. In 
these instances, directions are pro- 


vided for preliminary tests before 
using. 


Johnston Joins Cowles 


Joseph Johnston, formerly with 
Macfadden Publications, has 
joined Cowles Magazines, New 
York, as assistant to circulation 
manager Abner Sideman. He re- 
places Frank Lualdi, who has been 
named newsstand sales manager of 
Standard Publications. 
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| Buys Part of WEMP 


A substantial interest in Mil- 
| waukee Broadcasting Co., operator 
'of WEMP, Milwaukee radio out- 
let, has been purchased, subject 
to FCC approval, by Mid-Conti- 
}nent Radio & Television, operator 
of WTCN and WTCN-TV, Minn- 
'eapolis. WEMP has a TV permit 
application pending before the 
FCC. 


Colonial Appoints Olian 

Colonial Acceptance Corp., Chi- 
cago, has appointed Olian Adver- 
tising Co., Chicago, to handle its 
account. Colonial has business 
loan offices in 11 states. 


Darley Named KVER S.M. 
Larry Darley, formerly sales 
;manager of KVOP, Plainview, 
Tex., has been appointed sales 
manager of KVER, Albuquerque. 


Bostitch Elects Joy V. P. 

Kenneth E. Joy, general sales 
manager of Bostitch Inc., Westerly, 
R. 1, has been elected v.p. in 
charge of sales. 


as seen by 
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Strike up an acquaintance with a voter from the Buckeye State and you'll soon know 


that his favorite song is the “ 


Beautiful Ohio” 


.. . his favorite river is likewise. 


He’s potty about pottery, rabid about rubber and honestly believes that the Columbus 
Redbirds could trim the Yankees. In his book, just being a local boy is making good. 


An exaggeration? Hardly! Mr. and Mrs. Ohio, as well as folks from every 
other state, are just naturally interested most in persons, places and events that are 


closest to them. . 


. and that is just what you read about in each of the thirteen 


Locally-Edited Gravure Magazines. Result: our leadership in readership . . . and 
Jour greatest advertising value.* 


%* Make us prove it: Contact any of the following representatives: Branham Co.; Cresmer and Woodward; Jann & Kelley; 
John Budd Co.; Kelly-Smith Co.; Moloney, Regan & Schmitt; O'Mara & Ormsbee; Osborn, Scolaro, Meeker & Scott 
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Names Don Heinrich Agency 


Missouri Farm Bureau Service 
Co., Jefferson City, has appointed 
Don Heinrich Advertising Agency, 
Peoria, Ill., to handle its advertis- 
ing, effective Oct 1. Newspapers, 
radio and direct mail will be 
used. 


Introduces Projectograph 
Projectograph Corp., Oshkosh, 
Wis., has begun manufacture of 
its new Projectograph, a_port- 
able 35mm slide film projector. 
Robert W. Maercklein Advertis- 
ing, Milwaukee, is the agency. 


Lynch Promotes Peterson 

A. V. Peterson, with Lynch 
Corp., Atlanta, has been trans- 
ferred to Toledo as assistant sales 
manager of the PAR compressor 
division. 


Kreer Joins Campbell-Mithun 
Henry B. Kreer, formerly a copy 
group head with Batten, Barton, 
Durstine & Osborn in Chicago, has 
joined the Chicago office of 
Campbell-Mithun as a copywriter. 
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Pigeons Race from New York to Chicago as 
Plans for ‘52 Pancake Day Are Launched 


Cuicaco, Sept. 11—Preliminary| by John Carradine, noted actor. 
plans for next year’s Pancake Highlight of the food editors’ 
Day (Feb. 26, 1952) cooperative | luncheon was a homing pigeon 
food promotion were outlined here | derby. Each pigeon in the derby 
today by Charles E. White, public was banded with an editor's name 
relations director of Quaker Oats | and then all were released simul- 
Co. taneously from the roof of the St. 

Speaking before the first fall| Regis Hote! for their race to Chi- 
meeting of the Newspaper Repre- | cago. The first five pigeons to 
sentatives Assn. of Chicago today,| make the trip to Chicago won a 
he described the luncheon (high-| prize for the editors whose names 
lighted by a New York-to-Chi-| they carried. 
cago pigeon race) held in New The five winning pigeons made 


York last week for 81 food editors, 
which got this year’s Pancake Day 
promotion rolling. 

Eighty-one food editors of na- 
tional magazines, Sunday news- 
paper supplements, newspaper 
syndicates, and New York news- 
papers, radio and TV stations were 
invited to the luncheon to witness 
a color slide presentation of the 


history of Pancake Day, narrated | 


lthe flight in the amazingly fast 
time of about 6 hours, Mr. 
White told AA. Actual times for 
pigeons one through five were: 
6 hrs., 24 mins.; 6:29; 6:33; 6:39; 
6:42—only 18 minutes separating 
the first and the fifth. Of some 90 
pigeons released, more than 70 
have arrived safely; the others ap- 
parently are “coming via New 
Orleans,” Mr. White said. 


Companies participating in this 
year’s Pancake Day promotion 
were joint hosts at the luncheon. 
They are: Armour, Beatrice Foods, 
Corn Products Refining, General 
Foods, General Mills, Oelerich & 
Berry, Penick & Ford, Pet Milk, 
Quaker Oats, Pillsbury, Staley’s, 
United Fruit and Wilson & Co. 


ws One of the unique features of | 
this Pancake Day promotion pio-| 
neered by Quaker Oats is that, 
it makes no attempt to interest) 
advertisers on an exclusive basis. 
Any manufacturer of a food item 
that goes with (or into) pancakes 
is welcome to join, the sole pur- 
pose of the promotion being to 
stimulate eating of pancakes and 
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play aids for restaurants, foun- 
tains and diners were offered by 
Quaker Oats for the use of all 
participating manufacturers. In 
addition, many special merchan- 
dising aids (recipe cards, leaflets, 
etc.) were prepared and distri- 
buted by participating companies. 

Commenting on the Feb. 6, '51 
Pancake Day, Mr. White said that 
a check on its effectiveness con- 
ducted by Industrial Surveys 
showed pancake mix sales for that 
week (just before Lent) hit a new 
high for any week in a 12-month 
period. 

And despite the fact that sales 
for the fiscal year were down 9% 
as compared with the previous 
year, February's sales showed an 


related items, regardless of brand | increase of 8% over the same per- 


names. 
All advertising placed for Pan- 
cake Day is done by each individ- 


iod a year ago. February also was 
the only month im the fiscal year 
to date to show an increase, he 


ual company participating, not on 
a cooperative basis. d ee 

However, special Pancake Day|® It is anticipated that the up- 
posters and stack cards and dis- coming Pancake Day will result in 
;}even greater advertising parti- 


added 
| 


To a Madison Avenue Space Buyer this wool might 
be more appealing in the form of a sweater or a 
fine tailored suit . . . but at State Fair time in Obio, 


this winner of the first prize in the y 


shire ram division will attract more Ohio readers to 


your ad in the Columbus Dispatch 
Magazine. 
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Thirteen 


CASH 
REGISTERS 


nG anv 


SOAP 


weekly newspaper magazines featuring The Local 
Touch for highest reader interest, greater advertising valve. 


TOTAL CIRCULATION: OVER 3 MILLION COPIES WEEKLY 


earling Shrop- 
Locally-Edited 


GRAVU 


|cipation by interested manufac- 
turers, all of whom reported after 
the initial Pancake Day that they 
|“were satisfied with the gain in 
| sales” that resulted from that pro- 
motion. 

Retail food outlets have greeted 
the promotion enthusiastically, 
| Mr. White said, because it helps 
sell not only pancake mix but 
|also the many related items. 

After last February's promotion 
it was decided that one day was pot 
sufficient to build up a profitable 
promotion, so next year the pafti- 
cipating manufacturers will a@t- 
| tempt to keep interest in pancakes 
| stimulated throughout the entire 
| Lenten season. 


RE MAGAZINES 


| 
Cantield Joins Bob Bodine 
Harry Canfield, formerly with 
Carl Byoir & Associates, Chicago, 
| has joined Bob Bodine Associates, 
| Chicago publicity and public fe- 
lations firm, as an account exe@u- 
tive. ; 


McGuire Enters Agency Field 


| John F. McGuire, who retifed 
| this month after 50 years in the 
| utility field, has been named an 
| associate executive with John H. 
| McGuire Advertising, St. Paul, 
effective Oct. 1. ; 
Guillozet Joins Halle Bros. 

Joseph Guillozet, formerly with 
| Rich’s Inc., Atlanta, has been 
pointed advertising and publicity 
director of Halle Bros. Co., Cleve- 
land department store. 


Rogers Appoints Betteridge 
Rogers Chemical Corp., Detroit, 
has appointed Betteridge & Co. to 
handle advertising and public re- 
lations for its Coloroger paints 


8xid | 
GENUINE 
GLOSSY 
PHOTOS 


én Quantities 
SELL BETTER! 


~~ Repreduction 
PHOTOMATIC CoO. 
53-59 E. iMlineis S., Chicege 11, IMlinels 
Phone: WH itehell 4.2930 
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“THE TILL 


TELLS 
THE TALE” 


THAT'S WHY NATIONAL FOOD MANUFACTURERS AND 
RETAIL GROCERS, YEAR AFTER YEAR, AS FAR BACK 
AS THE RECORDS GO, PLACE THE PREPONDERANCE 
OF THEIR FOOD ADVERTISING IN THE 


CH) UY Mis 


+ FIRST in Retail... 
_ » FIRST in General... 
» FIRST in Total... 


GROCERY ADVERTISING 


* —and in the First 6 Months of 1951 the Daily News Is 


AGAIN FIRST WITH 1,946,678 LINES 


THIS WAS 43.8% OF ALL FOOD ADVERTISING 
APPEARING IN CHICAGO DAILY NEWSPAPERS 


The Le 


Newspaper Retoil 
Daily News (Eve.) 1,083,742 
Her.-Amer. (Eve.) 682,335 
Sun-Times (Morn.)} 165,111 
Tribune (Morn.) 293,688 

Total 2,224,876 


*Liquor linage omitted 


Per er Per 
Cent General Cent Total Cent 
48.7 862,936 38.9 1,946,678 43.8 

30.7 423,420 19.1 1,105,755 24.9 

74 146.447 6.6 311,558 7.0 

13.2 786,882 35.4 1,080,570 243 

100.0 2.219.685 100.0 4,444,561 100.0 


Scone 


TOTAL GROCERY ADVERTISING* PLACED IN CHICAGO 
DAILY NEWSPAPERS DURING THE FIRST SIX MONTHS OF 195! 
P 


Source: Media Records, Inc 


The Chicago Daily News Publishes MORE 
GROCERY ADVERTISING THAN ANY OTHER CHICAGO 
NEWSPAPER—Morning, Evening, or Sunday 


CHICAGO DAILY NEWS 


JOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA. CHICAGO 


NEW YORK OFFICE 
9 Rockefeller Ploro 


DETROIT OFFICE: 
Free Press Building 


MIAMI! BEACH OFFICE 
Hol Winter Co. 
9049 Emerson Ave. 


LOS ANGELES OFFICE, 
1651 Cosme Street 
Story, Brooks & Finley, Inc. 
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Thirty dates hath September. . - for the man 
| who wears an ARROW SHIRT! 


SHIRT TALE—Cluett, Peabody figures every able mole in the country will rush out 
and buy an Arrow shirt after seeing this page, in the current Life. Popular male 


gome this month will be choosing a favori’e date 


If you notice that Young & 


Rubicom’s enchanting calendar doesn't tally with the actual September calendar 


it’s because the latter runs into six weeks 


avd the girls’ faces would have to be 


smaller. 


Southland Boosts 
Newsprint Price; 


Bowater Plans Mill 


New York, Sept. 13—Southland 
Paper Mills, Lufkin, Tex., has in- 
creased its price of newsprint $10 
a ton, effective Oct. 1. This makes 
the delivered price here $116 a 
ton, in line with most other pro- 
ducers. 

The Gannett Co. of Rochester, 
N. Y., parent organization of the 
2l-newspaper Gannett chain, has 
purchased the Berwin Paper Mfg. 
Corp., Dansville, N. Y., and will 
reconvert it to produce newsprint. 
An annual capacity of 18,000 tons 
within two years is planned. H. W. 
Cruickshank, secretary-treasurer 
of Gannett Co., told AA that for- 
mal transfer of the Dansville mill 
is scheduled for Sept. 17. Gannett 
plans call for building an addition 
to the present mill to house a high- 
speed Fourdrinier paper machine 
especially designed for newsprint. 


@ Another newsprint development 
of the week was an announcement 
by Sir Eric Vansittart Bowater, 
chairman of the big Bowater New- 
foundland Pulp & Paper Mills, that 
plans are under way for establish- 
ing a big newsprint plant in Ten- 
nessee 

He said that Bowater is awaiting 
approval from the U. S. govern- 
ment for a certificate of necessity 
for an integrated newsprint and 
kraft sulphite mill, to be built 
near Charleston in eastern Tennes- 
see, with an annual capacity of 
130,000 tons of newsprint and 50,- 
000 tons of kraft sulphate 


e A report from Cuba last week- 
end says that Guillermo Martinez 
Marquez, publisher of El Pais, 
Havana, predicts that by 1953 all 
Cuban newspapers will be printed 
on newsprint made locally from 
sugar-cane waste. The publisher, 
who is promoting a newsprint mill 
in Cuba to use bagasse, made the 
prediction after conferring with 
the Cuban finance minister and a 
group of bankers. 

Locally, the paper market con- 
tinues quiet. No fresh sales of 
newsprint in the black market at 


prices ranging from $200 to $225 
(AA, Sept. 10) have been reported 
this week, although several in- 
quiries are understood to have 
been made. 

The market for book paper con- 
tinues dull, with relatively few in- 
quiries, jobbers say 


Goodyear Ads Ask 
for Better Roads 


AKRON, Sept. 12—Goodyear Tire 
& Rubber Co. today started an in- 
stitutional campaign hitting at the 
inadequacy of highways. The ser- 
ies, which will run through the re- 
mainder of the year, was launched 
with 1,000- and 1,500-line ads in 
newspapers in about 70 cities. Full 
pages will be used later in Collier's 
and The Saturday Evening Post 

Highways, the first newspaper 
ad says, have not kept pace with 
the rapidly growing number of ve- 
hicles using them. “To keep our 
nation mobile,” the copy. 
which appears over the signature 
of Paul W. Litchfield, Goodyear 
board chairman, “we must start 
building a new national highway 
system now, designed for modern 
traffic needs and speeds.” 

The drive, being handled by 
Kudner Agency, New York, will 
also appear in a number of busi- 
ness publications 


Says 


Music Magazine Published 

Melodyland, a new 25¢ bi- 
monthly magazine devoted to the 
music business, with particular 
emphasis on popular music, has 
hit the newsstands with an initiil 
distribution of 153,000. Primariiy 
a fan book, the magazine is pub- 
lished by H-K Publications, New 
York. Although there are a few 
small space ads, no basic adve *tis- 
ing rate has been established 


Black Joins Truscon Labs 

R. D. Black, formerly advertising 
manager of American Broach & 
Machine Co., Ann Arbor, Mich., 
has joined Truscon Laboratories, 
Detroit, as assistant to the adver- 
tising and sales promotion man- 
ager. 


Sets Irish Linen Week Date 

Next year’s Irish Linen week 
will be celebrated May 5 through 
May 10, 1952 
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Magazine advertising allows the prospect to leisurely plan 

purchases at home — and research shows that families who read magazines 
f buy many more products than non-reader families. In magazines, both color 
’ and content stimulate the imagination—enabling the potential buyer 


P to visualize the product as it would appear in his own home. 
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COLOR ADVERTISING 


iS 
IN 10 YEARS] 


IN MAGAZINES 


97% 
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THE 10 TENETS OF 


LOOKS 


. the best-looking medium of all 


COLOR 


. the most colorful medium of all 


CONTENT 


. the most diversified medium of all 


FLEXIBILITY 


. the most flexible medium of all 


SELECTIVITY 


... the most selective medium of all 


A recent survey has disclosed that 4-color advertising in all magazines increased 
from 37 million in 1939 to 182 million ia 1950 for a gain of 391.9%. It is true that 
all advertising lineage increased, but compare the gain in 4-color with the increase 
in black and white, which rose from 96 million in 1939 to 224 million in 1950 for a 


gain of only 133.3% ... COLOR MUST PAY BIG DIVIDENDS. 


MAGAZINE ADVERTISING 


EXPOSURE 
. the longest-lived medium of all 
AUTHORITY 
. the best prestige-building medium of all 
DISPLAY 
. . the best product-display medium of all 
VOLUME 
. . the most market-extensive medium of all 
ECONOMY 


... the least money-expensive medium of all 


Dearing:Zonisville 


DEARING “PRINTING CO., INC. “LOUISVILLE, 
AJ 


A DIVISION OF FAWCETT PUBLICATIONS, INC. 
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IN MASS PRODUCTION 


A test of good printing is uniformly high quality. When the first and last pages 


q of the run, and all pages in between, display clear, readable typography and | 
| accurate reproductions, good printing is being produced. Experienced men, 
modern equipment, and exceptional skill have made the C. T. Dearing Printing 
Company a source of fine printing for publishers all over the country. Dearing 
prints millions of magazines a week — yet steadily maintains the high stand- 
2 ards of the printing industry. The excellent results obtained justify the emphasis 


on continual inspection and careful workmanship at Dearing. 


Dearing Zouscitl 


C. T. DEARING PRINTING SF co., INC., LOUISVILLE, 


A MONTH 


A DIVISION oo anil FAWCETT PUBLICATIONS, INC. 
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Lady Needs Money. 
Town Ends Up With 
New Post Office 


ALBANY, Mo., Sept. 13—This 
Missouri town of 2,000 has a new 
business, a new office building and 
a new post office—all because a 
housewife decided she needed 
more money to run the house. 

As told by Homer Croy in The 
American Weekly, Dorothy Miller, 
an attractive girl who had married 
her high schoo] teacher, searched 
everywhere in Albany for work. 
But no one had a job for her. 

In the course of her search, how- 
ever, she met another teacher who 
was about to call a halt to her 
parttime work addressing letters 
for Old American Insurance Co. 
in Kansas City. Said it didn’t pay 
enough. 


e According to Homer Croy, Mrs. 
Miller decided to give it a try. She 
wrote the company and received 
a box of envelopes and address 
cards. Soon after returning the 
envelopes, addressed, she received 
another box. Her typing improved 
and the boxes became larger and 
larger 

In a short time a representative 
of the insurance company came 
out to see Mrs. Miller and asked 
if she cared to branch out. She did. 
A few days later a box the size of a 
piano arrived. Mrs. Miller took on 
help, and then more help. Soon 
the insurance company had com- 
pletely decentralized its mailing 
operation and was sending all of 
its mail from Albany. 

It decided that an appropriate 
office was necessary, with the re- 
sult that Mrs. Miller and Albany 
now have a new business building. 


@ Shortly thereafter, a post office 
inspector came out from Washing- 
ton to see why a Class 4 post of- 
tice should suddenly be handling 
so much mail. After talking with 
Mrs. Miller, the inspector decided 
that the Albany post office ought 
to be reclassified as a Class 1 of- 
fice. 

The net result was a new post 
ofiice building designed especially 
to handle the mail load created 
by a homemaker who decided that 
she needed more money to run the 
house. 


@ Since the story was published in 
The American Weekly, Mrs. Miller 
has received letters from persons 
in 25 s.ates—most of them women 
living in small towns—who are 
interested in doing addressing 
work 

And Old American Insurance 
Co., pleased with the success of its 
decentralized mail operation, is 
willing to furnish the names and 
addresses of any of the people who 
wrote Mrs. Miller to companies 
considering a similar decentralized 
setup. 


Bonny Maid Show Moves 

“Versatile Varieties,’ which 
was 2 noontime show on NBC-TV 
last season, will be seen on ABC 
this year, starting Sept. 21 at 
9:30 p.m., EDT, under the spon- 
sorship of Bonafide Mills, New 
York. The program will be aired 
on alternate weeks, with Lady 
Iris Mountbatten continuing as 
mistress of ceremonies. Gibraltar 
Advertising Agency, New York, 
handles this account. 


Aretsky to Alfred Davidson 

Fugene Aretsky, formerly with 
Robert Taplinger & Associates, has 
joined Alfred Davidson Associates, 
New York public relations com- 
pany, where he will direct the 
copy department and serve as an 
account executive. 


Camm to ‘Photo Trade News’ 
Marvin A. Camm, formerly with 
Ad Showcard Co., Chicago, has 
joined the midwestern sales staff 
of Photographic Trade News, with 
headquarters in Chicago. 
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Weaver Joins Stewart Agency Stadthagen Named BSF&D V. P. 


Ernest G. L. Weaver, formerly H. A. Stadthagen, formerly di- Americas 
an account executive with Mac- rector of research of Dancer- " 
Laren Advertising Co., Montreal, Fitzgerald-Sample, has been ap- | FOREMOST 
has joined the executive staff pointed v.p. and director of media TOY TRADE 
of Stewart-Bowman-Macpherson, of Brooke, Smith, French & Dor- i wha 
Toronto. rance, Detroit. 9 

Only ABC Tey Paper 

Neagle Joins ‘Observer’ Thibaut Names Agency me ay in Field 

C. W. Neagle, formerly in the Bermingham, Castleman & ‘ 
national advertising department of Pierce, New York, has been ap- | Write tor 4 Merket 

ich Newsp:z ers . ad < , iche > Ss | Dete Folder 
Richmond Newspapers, Richmond, pointed agency for Richard E. Thi McCREADY PUBLISHING 


Va., has taken a similar post with baut, New York wallpaper manu- 


7) W. 23d NW. YL 1 
the Observer, Charlotte, N. C. facturer. . 


EASY ON THE PRESS...EASY ON THE EYES 
ee cancer 


IN NATIONAL 


TICONDEROGA T 


When you need a match, specify Ticonderoga Text 
... match envelopes and coverweight in 7 watermarked 


colors plus cream and Brite White, laid or wove, plain or 
deckle-edged. You'll get truly distinctive appearance in 
brochures, book jackets, programs, menus, announcements, 
etc. . . . at surprisingly low cost. Versatile Ticonderoga 
Text is easy on any press . . . offset, letterpress or gravure. 
International Paper Company, New York 17, N. Y. 


INTERNATIONAL PAPERS 


for printing and converting 
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McClain Returns to Radio 


The man who became famous as 
Dr. I. Q.—Rev. James W. McClain 
—has returned to radio after a five 
year absence. The Texas State 
Network of 19 stations will carry 
his 15-minute “Philosophy in the 
News” for a year, Sundays at 
4 p.m. Red Arrow Laboratories, 
Waco, is the sponsor. 


Mack Kellerman Named 

Mack Kellerman has been ap- 
pointed merchandising manager 
of National Clothing Co., Chicago. 


NEWSPAPER 
CLIPPINGS 


from 2000 doily and weekly news- 


mi to WW) 


papers in Ww 
lowo, North and South Dakota, 
MA and Nebraska. We can 


give you complete coverage on 
ANY SUBJECT, news or advertis- 
ing. Write for details. 


Western Press Clipping Exchange 
Established 1900 
1072 Lumber Exch. Bidg., Minneapolis, Misa. 


Many Senate Conservatives 
Okayed Postal Boost, Too 
WASHINGTON, Sept. 13—Last. 
| week’s Senate vote for higher 
| postal rates can’t be excused as a 
Fair Deal coup. Of 36 votes to 


double the proposed hike for mag-| 


azines, 22 were from conservatives, 
many were from Dixiecrats and 
Republicans. 


Nor was it a spontaneous revolt, | 


By STANLEY E. COHEN, Washi 
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ing postal rates, it is rather re- 
markable that no one mentioned 
the outrageous special exemptions 
| which were written into the $400,- 
| 000,000 bill. 

Magazines—which come closer to 
| paying their way than other sec- 
ond class—are increased 60% in 
three equal annual steps, national- 
ly distributed newspapers 30%. 
But local newspapers are un- 


9g Editor 


they needed no persuading. 
° * . | changed. 

Resentment over postal rates And the so-called exempts—the 
cropped up, too, as the Senate ap-| non-profit agricultural, scientific, 
propriations committee considered| educational and service publica- 
a $3,100,000 recruiting fund for) tions which send billions of pieces 
the Army Air Force. | at fantastically low rates—are also 

Sen. Carl Hayden (D., Ariz.) | untouched. 
asked whether newspapers and | Commercial users of direct mail 
magazines were cooperative in| are increased to 1%4¢, then to 1%¢. 


printing recruiting information, | But the exempts—which always 


touched off by the impassioned| “Considering the fact that a study) paid the same third class rate as 


oratory of Sen. Paul Douglas (D.,| 
Ill.), who needled publishers for) 


editorializing against subsidies, 
while fighting to hold on to sub- 
sidized mail rates. 

As he spoke, only a handful 
heard. But on the roll call, senators 
rushed from their offices, eager to 


of postal rates indicates the maga-| anyone else—are permitted to re- 
zines are receiving very heavy sub- tain the present 1¢ rate. 
sidies by having the material they e e . 


print transported at much less than Controlled circulation publica- 


| cost, they could afford to be liberal tions sat quietly on the sidelines as 


in this respect,” he commented. |the Senate rammed through the 
. + . | timetable for a 60% second class 
Considering the eagerness with| Tate hike on magazines. There are 


iness paper publishers, At the end 
of three years, postal rate advan- 
tages of the second class publica- 
tions over controlled circulation 
competitors (who have always paid 
higher rates) would be virtually 
eliminated. That means new com- 
petitive relationships. 
. - 

The Senate banking and curren- 
cy committee opened hearings to- 
day on a toned-down Capehart 
amendment. There is a good chance 
the committee will approve. The 
toned-down version, as reported 
here last week, follows the lines 
of the so-called Millikin amend- 
ment, written into the Senate’s 
version of the price control act. 

The administration would be 
permitted to boost prices on an 
industry-wide basis to make a 
“reasonable allowance” for in- 
creased overhead costs, such as 
advertising. Price officials feel it 
short-circuits cost accounting red 
tape of the Capehart amendment, 
| which permits companies to claim 
|“overhead” allowances for each 
| individual product. 


| vote for steeper increases. Clearly,| which senators went about boost-| revolutionary implications for bus-| " - ° 


( 
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YOUR FIR 


THE INDIANAP 


Meet Hoosier Hank! 


THE INDIANAPOLIS STAR 


>’ TEAM 


FOR SALES 


OLISNEWS / A</ 


business is 


BUZZING 
in Indianapolis! 


Yes .. . business is good in Indianapolis . . . 

in fact it's as busy as Hoosier Hank and his dad's 
razor! Indianapolis ranks 5th among the nation's 

24 largest cities in effective buying income per family * 
... 40% above the national average! indianapolis 
families not only have the ability to buy, they do buy 
. .. at better than a 600-million-dollar clip in 

retail sales alone iast year!* 


But that's not all. In the 45-county area covered by 
Indiana's two largest dailies, The Indianapolis Star and 
The Indianapolis News, total retail sales during 1950 
reached one and three-quarter billion dollars. 


All this adds up to a profit-proven market, with 

a tremendous sales potential for you . . . a must on 
any market list! Indianapolis is not only an active 
market, but it's big, rich, growing, stable, easily 
accessible . . . and it's fully covered by The Star 
and The News. 


The Star ‘and The News give you literally saturation 
coverage of the metropolitan area and an effective 
bonus coverage of the 44 surrounding counties. 
Complete market data and services, second-to-none, 
are ready to help you plan your campaign in the 
Heart of Hoosierland! Write us today! 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 


* Soles Monagement's “Survey of Buying Power—1951" 


IN INDIANA 


| The Senate finance committee 
tried to placate cooperatives by 
watering down provisions of its $6 
billion tax bill which tap undis- 
tributed reserves. Co-ops claim the 
tax was a foul blow. Senators 
heard from home, then voted to 
apply the tax only to that portion 
of undistributed earnings which 
were not specifically credited to 
the account of an individual mem- 
| ber. 
+ e e 

Federal Trade Commission 
Chairman James Mead says the 
Supreme Court’s recent decision 
outlawing non-signer clauses of 
fair trade agreements can’t be 
evaded, short of legislation. 

“To get around this decision,” 
|he says, ‘certain plans have been 
| advanced and no doubt others will 
| be proposed. However, it is felt 
| that it may be quite difficult to 
| devise a legal and practical and ef- 
| fective plan by which a large in- 
| terstate nationwide business en- 
terprise can police its customers 
to insure their abiding by the 
manufacturer's ‘suggested’ prices.” 

e - 

Newspaper plants and TV sta- 
| tions are outside the charmed cir- 
| cle, so far as construction rules of 
the National Production Authority 
are concerned. For NPA purposes, 
both are “commercial” projects, 
entitled to considerably less prior- 
ity than defense or even plain or- 
dinary “industrial” plants. 

Builders of commercial struc- 
tures are allowed only two tons of 
steel and 200 pounds of copper 
without special NPA permission 
No aluminum. Ordinary industrial 
plants can have 25 tons of steel, 
2,000 pounds of copper and 1,000 
pounds of aluminum. 


Starts Cheese Drive 
Advertising for the fifth an- 
nual Cheese Festival, sponsored 
by the American Dairy Assn. and 
the National Cheese Institute, 
Chicago, will appear in Collier's 
Sept. 29, the October Better Homes 
& Gardens and Look Oct. 9. Re- 
lated foods tie-ins have been ar- 
ranged with National Biscuit; 
Campbell’s soups; General Foods; 
American Bakers’ Assn.; General 
Mills; Rice Institute; Sunshine 
Biscuit; DuPont; Macaroni Insti- 
tute; French mustard; Canada Dry 
ginger ale; Creamette; H. J. Heinz; 
Hormel foods and others. Sales 
kits, newspaper mats and posters 
have been distributed to stores. 


Sam Elber Joins WPEN 

Sam Elber, formerly promotion 
and publicity director of WIP, 
Philadelphia, has been appointed 
director of the combined promo- 
tion, publicity and merchandising 
departments of WPEN, same city. 
Mr. Elber, a former newspaper 
and radio man, resigned as head 
of the press and radio department 
of the Philadelphia Fellowship 
Commission’s Community Rela- 
tions Council to accept the WPEN 
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. 
Tuis issue carries more dollars and lines of . 
advertising than any preceding | 
September issue in Country Gentleman's history. ; 
For advertisers recognize that in 
prosperous Rural America—where one out of . 
every three U. S. dollars is spent at retail— | 
Country Gentleman has... — 
GREATER POWER TO MOVE PEOPLE 
GREATER POWER TO MOVE GOODS 
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O'Connell Names David Polon; 
Awarded Carter Account 

David D. Polon, formerly ot 
Arthur Rosenberg Co., has been 
appointed v.p. in charge of radio 
and TV for R. T. O'Connell Co., 
New. York 

Carter 
fund raising 
pointed O'Connell 
advertising 


York 
ap- 
its 


Associates, New 
specialist, has 
to handle 


Irving Guyer Opens Office 

Irving H. Guyer, formerly art 
director for H. W. Hauptman Co., 
has opened offices at 6 E. 46th St., 
New York, as a free lance art di- 
rector and layout man 


COLOR PRINTS 


Frem your ertwork or transparencies 
* Rabbit Color Prints 
* Rainbow Prints, REDEX 
* Peaceck Color Prints 
Thomas 8. Noble Associates 
270 Park Avenue, New York 17 
Telephene MU 8-009! 


Frank J. Campbell, 
One of C-E Founders, 
Killed by Boulder 


Detroit, Sept. 11—Frank J. 
Campbell, 72, co-founder of Camp- 
bell-Ewald Co., was killed Sept. 9 
on a vacation trip in Oregon when 
a huge boulder fell on him, 

He was with 1,500 other vaca- 
tioners searching for agates in Pri- 
day Beds, in central Oregon. No- 
boay else was hurt. 

Mr. Campbell founded his own 
advertising agency in De roit in 
1907, joining with Henry T. Ewald 
in forming Campbell-Ewald in 
1911. Mr. Campbell sold out in 
1917 after serving as first president 
of the company. 

He also was advertising manager 
for the Aerocar Co. before forming 
his own company, and was with 
the S. S. Kresge Co. for several 


10 YEARS AGO—Frank J. Campbell (left), 

shown with Henry T. Ewald, at a party 

in 1941 celebrating 30th anniversary of 
the founding of their agency. 


years as advertising consultant. 
Mr. Campbe!l was a soldier in 

the Spanish-American War, a 

YMCA worker in France in World 


A 


War I and a volunteer hangman in 
World War II. Mr. Campbell was 
selected by the late U. S. Judge 
Arthur J. Tuttle as hangman for 
Max Stephan, naturalized Ameri- 
can citizen of German birth who 
was sentenced to death for ireason. 
He was prevented from becoming 
hangman when President Roose- 
velt commuted Stephan’s sentence 
to life in prison. 

Among his several unusual hob- 
bies was one of catching live rat- 
tlesnakes. 


WILLIAM N. REYNOLDS 
Winston-SaceM, N. C., Sept. 11 

—William Neal Reynolds, 88, for- 

mer president and board chairman 


of R. J. Reynolds Tobacco Co., died | 
| here yesterday after a month's ill- 


ness. 

Mr. Reynolds was born in 1863 
in Patrick County, Va., 12 years 
before his older brother, Richard, 
founded the R. J. Reynolds To- 


i 


. sein the area served 


by the Deseret News 


Population in the 71 counties of Utah, Idaho, Wyoming and 


Nevada served by the Deseret News is up 23.6% since 1940. 
1950 population is 1,338,981! 


Tremendous current industrial expansion. 
Present industry is expanding . . . 


new industry is continually coming 


in. Over $100,000,000 in industrial expansion recently completed or 
currently under way. 


Increased defense activity. 


Vital defense installations in the area are contributing more and more 
to the business activity of the Mountain West market. 


by the Deseret News — $1,768,012,000* 
“Sales Management, May 10, 1951. 


And the trend is up! 


Effective buying income in 1950 in the 71 county area served 


With industrial expansion and defense activity contributing to an area 
already noted as a rich mining and agricultural center, the Mountain 
West market is becoming increasingly important. 


For increased sales, tell your story to this prosperous, growing market 


through the Mountain West's First Newspaper. Advertise regularly in 


the Deseret News — circulation well over 90,000 and still going up! 


SALT LAKE CITY 


DESERET NEW 


Serving the Mountain West — Daily and Sunday 


National Representative: Cresmer & Woodward, Inc. 


* 
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bacco Co. here. In 1888, Richard 
and William formed a partnership 
with Henry Roan, and the com- 
pany was incorpcrated in 1890. 

In 1918, W. N. Reynolds became 
president, and in 1924 he became 
chairman of the board. He retired 
from active business in 1942. All 
| his life he was an enthusiast of 
| harness-horse racing, and two of 

| his horses, Tar Heel and Solicitor, 
|} are among the leading three-year 
| old pacers of 1951. 

| Mr. Reynolds was noted also for 
his philanthropies, especially to 
hospitals, schools, camps and play- 
grounds for children. In 1944 he 
| was one of a group of individuals 
| and corporations in the cigaret in- 
dustry who were fined a total of 
$255,000 for violating federal anti- 
rust laws by alleged unfair price 
practices. 


DAVID COULTER 

MIAMI, Sept. 11—David Coulter, 
77, founder of Multiple Sales Net- 
work, New York, and one of the 
pioneer Victor talking machine 
salesmen, died here recently. He 
established his own business in 
1912, and developed a national 
network, selling to the hardware, 
automotive, paint and industrial 
fields. He is survived by four sons: 
T. H., president of American Bild- 


rock Co., Chicago; G. R., v. p. of 
Multiple Sales Network; A. E., 
president, Coulter Hardware & 


| Paint Co., Coral Gables; and D. A.., 
merchandising executive, Black- 
hawk Mfg. Co., Milwaukee 


A. LINN ADDISON 

Cuicaco, Sept. 11—A. Linn Ad- 
| dison, 54, head of A. Linn Addison 
| Advertising Agency, died here 
Sept. 7. 
| Mr. Addison had been in adver- 
| tising since 1938, and was chief 
| space buyer of Marfree Advertis- 
| ing Corp. here before establishing 
| his own agency. 


| ARTHUR E. SUTTON 

Detroit, Sept. 11—Arthur E 
Sutton, 43, account executive for 
Betteridge & Co., advertising agen- 
cy, died Sept. 6 


ROY LOTSPEICH 

KNOXVILLE, TENN., Sept. 11—Roy 
N. Lotspeich, 69, publisher of the 
Knoxville Journal, died here Sun- 
day night. 

Mr. Lotspeich came to this city 
as a young man from Green Coun- 
ty, Tenn., and worked as a clerk 
in a shoe store. Later he founded 
the Appalachian Mills Co. here, 
manufacturer of men’s underwear, 
and was its president and treasurer 
until he sold the business in 1938 
He acquired control of the Knox- 
ville Journal in 1936 for $450,000, 
in association with Ira A. Watson, 
R. H. Clagett and Robert P. Spil- 
man. 

Mr. Lotspeich was a member 
of the American Newspaper Pub- 
lishers Assn., Southern Newspaper 
Publishers Assn., and National 
Assn. of Manufacturers, of which 
he was a director in 1934-35 


HAROLD G. WESLEY 

New York, Sept. 10—Harold G. 
Wesley, 65, a founder and partner 
of Wesley Associates, advertising 
agency here, died Sept. 9 at his 
home in Sarasota, Fla., after a long 
illness. He gave up active work 
| two years ago in the agency he 
| helped to establish in 1927 
| Mr. Wesley was born in Adrian, 
| Mich., and came to New York in 
{1919 to join the advertising staff 
lof the old Dry Goods Economist, 
| now the Department Store Econo- 
mist. 


'J. K. BAINBRIDGE JR. 

| PurLapevpnta, Sept. 10—John K. 
Bainbridge Jr., 40, a v.p. and di- 
rector of Supplee-Wills-Jones Milk 
|Co., died suddenly Sept. 8 of a 
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CEST SELLER—Lewyt Corp. 
equipped wih this 
ploy outsell those without it by 9 to 1. 


says deolers 
“market place” dis 


It was designed by Arthur Grossmas, 
Chicago, and built by Walter Marshak, 
New to« 


heart attack while dancing with 
his wife at the Philadelphia Coun- 
try Club 

An executive of the milk com- 
pany since 1940, Mr. Bainbridge 
joined the organization as sales 
promotion and advertising mana- 
ger. In 1947, he was named general 
sales manager, and was appointed 
v.p. in charge of sales last March 
He was with Swift & Co. in Chi- 
cago and San Francisco before 
coming here. 


I. H. BANDER 
New York, Sept. 10—Isidore H 
Bander, 66, a v.p. of McKesson & 


Robbins, wholesale druggist, fell 
or jumped to his death from the 
roof of the 16-story Olcott Hotel 
here yesterday. A spokesman for 
the drug company said Mr. Bander 
had been “in failing health for 
several months.” 

Born in Russia, he began work 
as a cler< in a drug store in Prov- 
idence, R. I. In 1914, he was namea 
a v.p. of L. K. Liggett Co. He 
joined McKesson & Robbins in 
1929 and was appointed v.p. in 
charge of coordinating drug buy- 
ing and selling in 1948. He had the 
reputation of knowing thousands of 
retail druggists by their first 
names 


ROBERT H. FERGUSON 

MANCHESTER, CONN., Sept. 13— 
Robert Hall Ferguson, 52, man- 
aging editor of the Manchester 
Herald, died last night at the Man- 
chester Hospital. His death fol- 
lowed by only two weeks that of 
his father, Thomas, longtime pub- 
lisher of the newspaper (AA, Sept. 
3). 


McCoy Named Gratlex A. M. 


J. L. (Mac) McCoy, for ten 
years advertising and sales pro- 
motion manager 
of Argus Camer- 
as, Ann Arbor, 
Mich., has re- 
signed that posi- 
tion and has been 
appointed adver- 


tising and sales 
promotion man- 
ager of Graflex 
Inc., Rochester, 
N. Y., manufac- 
turer of Speed 
J. L. McCoy Graphic press 


cameras. Mr. Mc- 
Coy, who has been associated with 
camera advertising for 18 vears, 
joins Graflex Oct. 1 


Goodall Multiplies Income 


Goodall-Sanford Co., Cincinnati, 
maker of Palm Beach clothes, 
reports income for the fiscal year 
ended June 30 five times in excess 
of that of the previous year— 
$2,387,476, or $4.02 per share, as 
compared with $440,462, or 50¢ 
per share. Sales increased from 
$41,421,494 to $62,530,300. 


Lee Wenger Adds 2 Accounts 


Flying Chicken of San Francisco 
and Loretz & Benoit, San Francisco 
jewelry manufacturer, have ap- 
pointed Lee Wenger Agency to 
handle newspaper, direct mail and 
trade publication advertising. 


os basa os 3 . ee 
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Dane Hahn Leaves NRDGA 


Dane F. Hahn has resigned as 
manager of the merchandising di- 
vision of National Retail Dry 
Goods Assn., New York, to join an 
unnamed manufacturing organiza- 
tion. No successor has been named. 


Opens Gay Advertising 


Newsome W. Gay, formerly a 
partner of Randall-Gay-Perry, 
Dallas agency, has opened New- 
some W. Gay Advertising, 407 
Employers Insurance Bldg., Dallas. 


214,287 TV Sets in Buffalo 

Adding the 4,722 TV sets in- 
stalled during August, the total of 
video installations in Buffalo has 
risen to 214,287 as of Sept. 1, ac- 
cording to the Niagara Mohawk 
Power Corp. 


McMurphey Agency Named 

Northwest Candles, Portland, 
Ore., has appointed George W. 
McMurphey Advertising Agency, 
Portland. Newspapers, direct mail 
and magazines will be used. 


Fairacres to Bloch Agency 
Fairacres Holly Orchard, Mon- 
mouth, Ore., has named Adolph L. 
Bloch Adveriising Agency, Port- 
land, to handle advertising for its 
Merriwest holly. Florists Review 
will be used, and a two-color di- 
rect mail piece has been prepared. 


KALL Names Anderson 

Thomas H. Anderson, sales man- 
ager of KALL, Salt Lake City 
radio outlet, has also been named 
station manager. 
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Burlingame to U. of Oregon 

Price Burlingame, formerly 
head of the advertising department 
of Lewis & Clark College, Portland, 
Ore., has joined the staff of the 
advertising department of the 
University of Oregon school of 
journalism, Eugene. 


O'Connor to Robert Otto 


William J. O'Connor, formerly 
with Breskin Publications, nas 
joined the media department of 
Robert Otto & Co., New York. 


ie on A. 


B.C.) 


plus a substantial bonus Per issue / 


Hunting & Fishing Magazine advertising rates are based on 850,000 A.B.C. guarantee. 
This is the largest circulation of any magazine in the sportsmen’s market at the lowest 
cost per thousand. Experienced advertisers in this specialized field have proven for them- 
selves the pulling power of this leading magazine in the 5 billion dollar sportsmen’s mar- 
ket. Prove for yourself that the new Hunting & Fishing is by every measurement the most 


powerful advertising medium of its kind now being offered to American advertisers! 


GET THE FACTS 
AND YOU'LL BUY 


"GHICAGO + 612 M. Michigan Ave. + SU 7-1SES SAN FRANCISCO + 57 Post St. = SU 15568 


WEW YORK + 55°. 42nd St. + CH 43740 


LOS ANGELES + 2330 W. Third St. + DU 7.4388 
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3-Year Pulse Data 
Shows AM Listening 
Is Up in TV Homes 


NOW 
WE ARE 


ports that things are looking up for 
radio in television homes in this 
area. 

After browsing through Pulse 
findings for the past three years, 
the station, which also operates a 
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< 


PSUDS* 


- Bayonne 
D I S H PAN S has increased 41% in three years. 
|Radio sets-in-use among video 
This is the one ma re vee - | 10 I families from 6 p.m. to midnight 
continuing studies conducted in over Senet 
10% of all grocery store outlets through- for January through August aver- 
out Bayonne |aged 8.3% in 1949, 9.3% in 1950 
10 week surveys of Margarine, Instant| and 11.7% in 1951. (In each year 
Coffee and — Dag ye — the sample was selected to cover 
tabulated by brands, sizes, sales, type : re 
outlet, etc.—and are yours for the the total TV population, which 
ing—Send for your copies. |means that new video families 
| were included in the count.) 


THE BAYONNE TIMES 


“Bayonne cannot be sold from the outside” — al 
selaeieaians Giuaneaiiiee ey @ Pulse also charts a rise in radio 


listening among non-TV families, 
BOGNER & MARTI No with sets-in-use figures for the 


;-SOA 


Al 


to. 


New York, Sept. 13—WOR re-| 


Same time periods 
32.6% in 1949, 36.7% in 1950 and 
40.4% in 1951. 

WOR added that radio’s share 
of the total broadcast audience in 
video homes was 24.1% in August 
—the highest mark for AM in the 
past three years. 


Carling’s Backs Football 
Brewing Corp. of America, 

Cleveland, for Carling’s Red Cap 

ale and Black Label beer, will 


sister video outlet, says that night-| co-sponsor, with Atlantic Refining 
time radio listening in TV homes, Co., all telecasts of the Cleveland 


Browns football games over the 
DuMont Television Network. Ben- 
ton & Bowles, New York, repre- 
sents Carling’s ale, and Lang, 
Fisher & Stashower handles for 
Carling’s beer. 


Thompson Appoints Meldrum 
Thompson Products, Cleveland 
maker of automobile, airplane and 
industrial parts, whose entire ac- 
count has been handled by Gris- 
wold-Eshleman Co., has switched 
its industrial advertising to Mel- 
drum & Fewsmith, Cleveland. 


averaging 


Edmiston to Keller-Crescent 
Lee Edmiston, formerly an ac- 


count executive with Mumm, Mul- | 
has | 


\lay & Nichols, Columbus, 
joined the creative staff of the 
| advertising agency division of 
| Keller-Crescent Co., Evansville, 
| Ind. 


Richard Pinkham Joins NBC 
Richard A. R. Pinkham, 
merly circulation director of the 
New York Herald Tribune, has 
| been appointed manager of plan- 
| ning for the TV division of Na- 
tional Broadcasting Co, New 

York. 


Complete Service to Move 
Complete Service Publishing Co., 


other trade publications, will move 
to 431 S. Dearborn St., Chicago 5, 
on Sept. 24. 


Landon Labs Appoint Seelig 
Seelig & Co., St. Louis, has been 

appointed agency for Landon Lab- 

oratories, manufacturer of Getzem 


Fish-Bait-Odors. 


SOMEEN nits rear sian 
_ Asad. 
' *, me 
| See you at the 
§ P.P.A. Convention, Philadelphia 
October 21-24, 1951 
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a8 on want to know how to use the five incom- 
parable DAY-GLO daylight fluorescent colors to 
make your advertising visible up to four times as 
far—a DAY-GLO Color Consultant can show you 


how... 


ay, . pen Ov 
FOR Compete insoRmATION * f 


Color Consultants q 


aS Sc 


a? 
= 


10° 


A New Service 


for Advertising 


°. 


Agencies 


you want to know more ways to use DAY-GLO 


to make your read-as-you-ride advertisements bla- 


zon your messages from early dawn to late dusk— 


make them gain in brightness on dull days when 


other colors are lifeless and lacklustre — you'll want 
to talk to a DAY-GLO Color Consultant . . . 


you want to hear the DAY-GLO story as suceess- 


ful users have told it to us—want to learn how to 


give your twenty-four sheets, car cards and dashes, 


taxi backs, truck ads, displays and direct mail un- 


rivalled sales punch—a DAY-G 


tant is al your service... 


T AND RETURN THE Coupgy os 
r 


LO Color Consul- 


one, 


SWITZER BROTHERS, INC. 
4732 ST. CLAIR AVENUE 
CLEVELAND 3, OHIO 


LAWTER CH EMICALS, INC. 


_ 3554 TOUHY AVENUE 
- CHICAGO 45, ILLINOIS 


Without charge or obligation, please send me full par- 
ticulars about DAY-GLO, together with color card. 


NAME 


COMPANY NAME 


ADDRESS. 


crry —LONE 


STATE 


for-| 


publisher of Pit & Quarry and) 


| 


__, Megreves 


TESTIMONIAL ADS—The first in o new 
series of page color ads Magnavox will 
use in Life and the Post in which well- 
known i t per liti will 
be featured. 


Magnavox Uses First 
Color Ads in Three 
Years for TV Sets 


Fort Wayne, Sept. 11—Starting 
|this month, Magnavox Co. will 
jresume using full-color magazine 
| advertising for the first time since 
| 1948. Initial insertions will be full 

pages in Life (Sept. 17) and The 
| Saturday Evening Post (Oct. 13). 
| The ads will feature the company’s 
“big-picture” television-radio- 
phonograph combinations. 

The color ads are in addition to 
regular b&w insertions that will 
appear in Holiday, House Beauti- 
ful, House & Garden, The New 
Yorker, Newsweek, Time and U. S. 
News & World Report. 

Featured in the ads will be well- 
| known screen, stage and TV per- 
sonalities (a technique that Mag- 
navox has found successful in the 
past). The first ad in the series 
will feature Dean Martin and 
Jerry Lewis; the second will show 
Ray Milland and family “enjoying 
Magnavox TV.” The Milland ad 
}also will run in color in Life and 
the Post. 

Magnavox dealers are being 
| supplied with mounted reprints of 
the color ads, together with mats, 
for use in local tie-in campaigns 
and displays. 

Maxon Inc., Chicago, is the agen- 
cy. 


“Your Dog’ Names Reps; 
Plans Special Issue 

Robert Edgell, New York, and 
Arthur E. Holt, Chicago, have been 
appointed eastern and midwestern 
representatives, respectively, of 
Your Dog, Harrisburg, Pa. 

“A Puppy Makes a Merrier 
Christmas” is the theme of the 
special Christmas issue of Your 
Dog, which will devote its editorial 
content to aiding prospective dog 
buyers in selection and care of 
puppies. The advertising deadline 


is Oct. 
' 


| ‘Oil Daily’ Bows in Chicago 


Oil Daily, a national morning 
tabloid on slick paper, will bow in 
Chicago on Oct. 1. Published by 
Keith J. Fanshier, formerly petro- 
leum editor of the Chicago Journal 

|of Commerce, the publication has 
ja line rate of 60¢ with frequency 
| discounts offered. William P. Ses- 
| sions, formerly circulation sales 
| director of the Journal, has been 
|appointed general manager. Of- 
fices are at 616 S. Michigan Ave. 


Bonsib Ready for Denver TV 


Bonsib Advertising Agency, 
Denver, in anticipation of the 
;entry of television into its city, 
| has advertised in Denver business 
| papers that it is now equipped to 
|produce commercials for the 
| medium. 


enter 


| Cameron Seeks Denver TV 
George Cameron, owner of 
KOTV, Tulsa, has announced that 
he will file with the Federal Com- 
munications Commission for one 
of the three VHF TV channels to 
be opened for Denver. 
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, ° You’ll find... that people who... 


Holiday packs every page with pleasure—puts Holiday 
readers in a pleasure mood, a holiday mood. And 


smart advertisers know that this Holiday mood means HOLI D AY and b . ! 
» » » means pleasure pleasure means Ousiness ! 


business for them! 
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Hotpoint Warns of 
Coming Appliance 
Shortages in Ads 


Cuicaco, Sept. 12——-Hotpoint ads 
in 75 papers in 71 cities today told 
‘The truth about America’s supply 
of electric appliances.” 

While the company admits that 
“one or two major appliances” (re- 


DVERTISERS 
AGENTS © CLIENTS 


The continuous hazards of LIBEL, Invasion 
ct Privacy, Plagiarism, Piracy and Viola- 

" of Copyright — ali are EFFECTIVELY 
+oURED by our UNIQUE cover which takes 
the sting out of these claims — and its 
ost ts almost nominal! 


WRITE FoR DETAILS AND RATE 


EMPLOYERS REINSURANCE 


+ CORPORATION 


insurance Exchange Kansas City Mo 


frigerators and washing machines) 
have been in oversupply, it claims 
that there has never been an 
oversupply of dishwashers, gar- 
bage disposers, automatic clothes 
washers and dryers, and that 
some of these “newer appliances 
are in such short supply right now 
that they are being allocated to 
dealers.” 

“For the fourth quarter of the 
year,” the ad continues, “appliance 
manufacturers currently are al- 
lowed only 58% of the amount of 
steel they used during the base 
period in 1950. Copper, nickel 
and other critical metals have 
been cut back even more.” 


s A proof of the ad had been sent 
in advance to dealers for window 
display, and a letter from James 
J. Nance, Hotpoint president, ex- 
plains the purpose of the cam- 
paign and discloses that Hotpoint 
is spending $200,000 in newspapers 
to get the message across. 

Maxon Inc., Chicago, is the Hot- 
point agency for consumer adver- 
tising 


MINIATURE SCREENING—Poul J. Geden, advertising manager of Cohama Fabrics, 
New York, watches Joseph Hornick of Advance Poster Inc. use miniature silk screen 
equipment, designed by Mr. Hornick to demonstrate the process in clients’ offices. 


is, & 
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Exhibitors Group 
Schedules its 3rd 
Clinic for Oct. 1 


Cuicaco, Sept. 13—The Exhibi- 
tors’ Advisory Council has sched- 
uled its third annual Trade Show 
Clinie for Oct. 1 and 2. It will be 
held in cooperation with the Chi- 
cago Federated Advertising Club 
and the Chicago Industrial Ad- 
vertisers Assn. 
| Two previous clinics have been 
jheld in New York. Because of 
their success, the Chicago groups 
helped persuade Exhibitors’ Ad- 
visory Council to schedule the 
| 1951 sessions in Chicago. 

Speakers on the two-day pro- 
| gram include C. H. Wantz, con- 
| vention manager of the General 
Electric X-Ray department and 
| president of the EAC; Richard H 
| DeMott, president of SKF Indus- 
| tries; Charles D. Scott, supegvisor 
of exhibits and science demonstra- 
tions for General Electric; Ira 
Wood of Mayhouse & Wood, na- 
tional representative for state 
fairs, and D. M. MacMasters, acting 
director of Chicago’s Museum of 
Science & Industry. 


s Also, William Eisenman, man- 
ager of National Metals Exposi- 
tion, and J. C. Bjorkholm of Rey- 
nolds Metals Co.; Dominico Mor- 
tellito, designer for DuPont; Mil- 
lard J. Hooker, advertising man- 
ager, Dow Chemical Co.; A. 

Tofte, ad manager of Allis-Chal- 


fk ; mers; Arthur Boike, exhibit man- 
aan ager of Link-Belt Co., and Lynn 
_ ‘ Saylor, ad manager of Diversey 
~~ ; | Corp. 

"ee Others include George Bills, ad 
y : manager of VanCleef Bros.; Brad 
= ; Williams, sales promotion manager 
o£ \ of Masonite; Hal Burnett of Bur- 
in nett & Logan, Chicago marketing- 
- | ‘ advertising-PR consultant; Ernie 
eZ Harris, exhibits director of Abbott 
4 “4 ' Laboratories; C. J. Michael, ex- 
a : hibits manager of Crane Co.; C. W. 
a : Meade, exhibit and display man- 
i ager of Hotpoint; Fred Jones, ad 
A j manager of Creamery Package 
ae ; Mfg. Co. 
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Big news: * 
the great, Pre 
(Davenport, . 


shoppers and BUY- 
uad-City metropoll- 
und-the-clock 


French Industrial Trainees 
Take Three-Day PR Course 


A team of French industrial 
productivity trainees, who have 
been here since May 18 on a Na- 
tional Management Council di- 
rected study tour sponsored by 
the Economic Cooperation Admin- 
istration, will close their U. S* 
stay with a three-day public re- 
lations program, starting Sept. 24. 

Among the speakers the group 


Moline and East ve rning news will hear are: Ellis E. Reed, di- 

ll get its ow! wy 2. 1951. seine Ini States 
will & Fective October = rector of services to United States 
paper, effec .r million oF mor Management; Philip Courtney, 


president, Coty Inc.; Stanley Mar- 
kussen, p.r. chief, General Aniline 
& Film Corp.; Charles Hogan, pub- 


licity manager, the French Line, 
and Maxwell C. Fox, director of 
public relations for the Advertis- 
ing Council. 


g Democrat 
Daily Times oo 
‘ ' ad-City-wide 
home-delivered pee lowa an 
Columbia Promotes 
Schudt and Snyder 


William A. (Bill) Schudt Jr., 
who has been with the network 
for many years, has been named 
to direct station relations for the 
CBS Radio Division, New York. 
Formerly a CBS owned-station 
manager, Mr. Schudt was direc- 
tor of station relations for AM and 
TV before getting the new assign- 
ment. 

Fritz Snyder, who for several 
months has served as a liaison 
between the video network sales 


r before, = 
“ apers offer. ad 
avenport Newspape” the 
Dertisers complete CONTA ening 
- . Onad-City area- : Sony 
rich Qué - ili be the only — 
mentite published in ane - she 
Quad. City market. — Evening 
iM. rning Democrat ane sure me- 
ae Times are the one Quad-City 
avy of reaching the | “buying 
pas B with its effective y 
ma » 723,000, 
income of $402,783," rs (The 
The Davenport News Pieader and 
»mocra — 
Morning De "Daily Times) are rep- 


Now more than eve 


svening D department in New York and lo- 

i the Evening ®: e > Jann epartment in New 0 anc ) 

ar y resented nationally by cal stations, has been appointed 
pa enport Kelley, Inc. to head the station relations de- 


partment of CBS-TV. Previous 
to joining Columbia, he was with 
the Biow Co. 


pers- 


Tewspa 
qotal S° eg an - 
1,00 ,000- J 
$400) Moreell Joins Earle Agency 
Sam Moreell Jr., formerly direc- 
tor of sales and advertising of 
Burlington Brewing Co., Burling- 
ton, Wis., has been appointed mer- 
chandising consultant on alcoholic 
beverage accounts of Lester Earle 
Inc., Chicago. 
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SILVER ANNIVERSARY—Curtis McGraw, 
president of McGraw-Hill Publishing Co., 
congratulates Nelson Bond, v.p. and di- 
rector of advertising, on his 25th an- 
niversary with McGraw-Hill. The 25 Year 
Club emblem around his neck was pre- 
sented with mony other gifts from his 
associates at a special luncheon in the 
company’s board room. 


Cuicaco, Sept. 11—A new high- 
| budget International Cellucotton 


“How to Catch a Cold,” was re- 
leased today for school, business 
and industry showings. An institu- 
tional production for Kleenex, pro- 
duced by Walt Disney Productions, 
the 16mm Technicolor sound movie 
will be available through Associa- 
tion Films Inc., 35 W. 45th St., 
New York. 

The ten-minute cartoon film, 
like the company’s earlier “Story 
of Menstruation,” is slanted toward 
educational, industrial and public 
health groups. “How to Catch a 
Cold” was 18 months in the mak- 
ing. At present, 348 prints are 
available. Spanish translations for 
foreign distribution are expected 
to be released in January. The film 


Products Co. public service film,' 


|| |Cellucotton Shows ‘How to Catch a Cold,’ 
'/ 10-Minute Cartoon Movie Filmed by Disney 


is being promoted through trade 
advertising and poster distribution. 
Cellucotton spokesmen said that 
about 10,000,000 people have seen 
its menstruation film in five years 
They expect that 30,000,000 will 
see the new production. 
Foote, Cone & Belding 
company’s agency. 


Kautz Joins Olin Products 

Raymond J. Kautz, for the past 
four years general sales manager 
of Simons Slicing Knife Co., Chi- 
cago, has joined Olin Products 
Co., New York, as assistant man- 
ager. He will be responsible for the 
sale and distribution of Olin cello- 
phane. The product is being pro- 
duced in a new plant operated by 
Ecusta Paper Corp., Pisgah Forest, 
N. C., a subsidiary of Olin Indus- 
tries, East Alton, Ill. 


is the 
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Welch Stresses ‘Life’ Ads 


James O. Welch Co., Cambridge, 
Mass., will break its fall campaign 
on its chocolate coated cocoanut 
bars with a four-color page in the 
Sept. 24 issue of Life, to be fol- 
lowed by pages Oct. 15, 22, and 29, 
Nov. 5, 12 and 19, and Dec. 3, plus 
pages in October, November and 
December issues of Better Living 
and October and November issues 
of Good Housekeeping. Bennett, 
Walther & Menadier, Boston, is the 
agency. 


Everett Joins ‘Companion’ 

Wright Everett, formerly with 
Sports Afield and Young & Ru- 
bicam, has joined the promotion 
department of the Woman's Home 
Companion. 


Sloane Rejoins ‘Journal’ 

David M. Sloane has rejoined 
the New York Journal of Com- 
merce as grocery advertising man- 
ager. 


BASS & DUCKS 
an “eae 


Ihot's what we like about the South! 


Sumpin”™ else we like down South 
is fishing and hunting all yeor 
round! (7,500,000 licenses sold |) 
Read by outdoor sportsmen, and 
families (and Northerners inter 
ested in Southern sports) is OUT 


DOOR SPORTSMAN. Over 104,000 
circulation; each copy read by 
four or more. A PROVED medium 
for sporting goods, merchandise 
with male appeal, and mail order. 
Write for somple copy, retes, reswits dete! 


Outdoor Sportsman 


PRODUCES RESULTS LIKE A RABBIT 
South's No. | Ovtdeer Mogerine 
Dept. A-4 
Little Rock, Arkonsos 


Sunbeam Will Use 
45 Magazine Pages 
in Fall Campaign 

Cuicaco, Sept. 11—Sunbeam| 
Corp. will use a total of 45 pages in 
color in the last quarter of this! 
year to promote its entire line of| 
appliances. 

The promotion involves an in- 
vestment of $1,000,000 in addition 
to the regular program during the 
last four months. 

The 45 color pages and spreads 
will run in Better Homes & Gar- 
dens, Ladies’ Home Journal, Life, 
McCall’s, The Saturday Evening 
Post and Woman’s Home Compan- 
ion. 

Ads will run in every issue of 
Life and the Pest between the end 
of September and mid-December. 
Life, incidentally, in a telegram to 
Sunbeam distributors, called the 
schedule in Life the “greatest con- 
centration by a traffic appliance 
manufacturer in Life history.” 


@ Copy in the magazine ads will 
feature the egg cooker, Shave- 
master, Mixmaster, Coffeemaster, 
toaster and Ironmaster. In addition 
to the magazine ads, Sunbeam also 
has scheduled 20-second TV spots 
in 32 cities, all boosting the Shave- 
master. The schedule is not com- 
plete, however, and the company 
expects to sign still more Class A 
time. 

Theme for the Shavemaster ad- 
vertising is based on a Market 
Facts survey showing that the 
electric razor is the most popular 
and best seller among dealers. 


Gibson Refrigerator Names 
F. L. Sacha, C. F. Pearson 


F. L. Sacha, for the past two 
years assistant general sales man- 
ager of Deepfreeze Appliance Di- 
vision, North 
Chicago, I1L., has 
joined Gibson 
Refrigerator Co., 
Greenville, Mich., 
as sales manager. 
Mr. Sacha at one 
time was general 
sales manager 
for commercial 
cooking equip- 
ment of Hot- 
point Inc., Chi- 
cago, and man- 
ager of Hot- 
point’s water heater sales division. 

Another Gibson appointment is 
C. F. Pearson, formerly sales pro- 
motion manager of Servel Inc. 
Evansville, Ind. named Gibson 
merchandising manager. 


F. L. Sache 


‘Eagle’ Boosts Schroth 

Frank Schroth Jr., general ad-'| 
vertising manager of the Brooklyn 
Eagle, has been appointed assistant 
to the publisher, effective immedi- 
ately. Vincent Yacenda, general 
advertising sales representative, 
has been named to succeed Mr. 
Schroth. John Dean continues as 
director of advertising. 
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IMPORTANT TBA OUTLET. 


285,954 SERVICE STATION EMPLOYEES ARE 
AT WORK IN THE U.S. EVERY DAY SELLING TBA 
ITEMS. BECAUSE THESE SERVICE STATIONS 
ARE CONVENIENT TO THE CUSTOMER, THEY HAVE 
SUCCEEDED IN BUILDING UP AN ENVIABLE TBA ; 
SALES RECORD. FOR EXAMPLE, THE MOTORIST WHO — 
REGULARLY BUYS 10 GALLONS OF GASOLINE ENTERS 
A STATION APPROXIMATELY 62 TIMES PER YEAR. 
THUS THE SERVICE STATION BECOMES A HIGHLY 


wath 
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FIFTY MILLION PRIVATELY OWNED VEHICLES 
ARE REGISTERED IN THE UNITED STATES THIS 

YEAR. EVERY ONE IS A POTENTIAL CUSTOMER 

FOR TBA! , 50% OF WHICH IS SOLD THROUGH 
SERVICE STATIONS ! AND THE OlL COMPANIES ™ 
AND OIL JOBBERS WHO MERCHANDISE TBA 
ITEMS THROUGH SERVICE STATIONS 


IN 1950...44,115,000 SERVICE 


CALLS WERE MADE BECAUSE 

OF BREAKDOWNS DUE To TBA 
FAILURES. THIS 1S BIG BUSINESS 
FOR THE MAJOR OIL COMPANIES 
AND INDEPENDENT JOBBERS 

WHO SUPPLIED THE TBA REPLACE- 
MENTS FOR THESE CAR OWNERS. 


FIRST REPLACEABLE CARTRIDGE 
TYPE OIL FILTER WAS INSTALLEO 

AS STANDARD EQUIPMENT ON A v1 
== CHRYSLER IN 1924. IN THE SAME [) 
MBB vear RICKENBACKER ALSO HAD A 
<j TYPE OF BUILTIN OL PURIFIER. > 


“\T 1S ESTIMATED THAT THE 
MARKET FOR OIL FILTERS COULD 
REACH $115,000,000 IN 1951" SAYS 
JIM LIGHTBURN SALES MANAGER 
PUROLATOR INC."TO HELP US TELL 
PUROLATOR'S STORY TO THE MAJOR OIL 
COMPANIES AND INDEPENDENT JOBBERS 
WHO WILL MERCHANDISE THESE FILTERS, 


A Piatt Petroleum Publication 


NATIONAL PETROLEUM NEWS 


1213 WEST THIRD ST. 


CLEVELAND, OHIO 


OFFICES: IN NEW YORK + CHICAGO + PHILADELPHIA + HOUSTON + LOS ANGELES 


*TBA 


1S THE OL 


INDUSTRY'S DESIGNATION FOR 


TIRES, BATTERIES AND ACCESSORIES 
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NOW HEAR THIS—Some 12,000,000 school kids are expected to _—vertising for Continental Baking Co., New York, moker of Won- 
learn all about enriched Wonder bread as a result of a 12-page der bread; Mrs. Eleanor Walker, publisher of Grade Teacher: 
nutrition lesson ad appeoring in the September issue of the lee Mack Marshall, ad ger for Continental; Ruth Hatheway, 
Grade Teacher Magazine. Celebrating the occasion are, in the home economist for the baking company; and B. G MacNary and 
usual order: Cediic Seamon, v.p. in charge of soles and ad-  E. B. Gilbert, Continental's sales manager and research director. 


!G GOING’S ON IN DAYTON—On hand to inspire Dayton Ad Club’s Community 
hest promotion committee for o bigger-than-ever campaign this year was Walter 
lalun, Goliath in the movie “David and Bathshebo.” L. E. Finley, National Cash 
gister Co. and club president, holds giant Red Feather, symbol of Community Chest 
rvices. Looking on are John C. (left) and Tom C. Ferneding, associate chairmen 
of the promotion committee. 


THAT DOTTED LINE AGAIN—Bert Bell, of the Noti | Professi I 
Football League, adds his signature to TV contracts for fall road games of the 
Philadelphia Eagles and Pittsburgh Steelers sponsored by Atlantic Refining Co. 
Seated beside Mr. Bell are Fred Neall (left), Atlantic sales chief, and Paul Lewis, 
Eagles’ secretary. Standing, left to right: Tom Gollery, sports director, DuMont Tele- 
vision Network; Norton Cotterill, N. W. Ayer & Son executive, Atlantic's agency, 
and Ed Kiely, public relations director of the Steelers. 


FORE—This life-size corrugated paper- 

board golfer display is helping tee off 

@ 25th anniversary for Stone Container 

Corp., Chicago, corrugated box manufac- 
turer. 


THEY'LL TAKE IT—John W. Park, second from right, production manager of the Chi- 
cago Tribune, and his assistant, O. R. Woolf, second from left, accept a scale model 
of the Tribune's block-long row of Goss Headliner presses from C. S. Reilly, left, 
v.p. and sales manager, and William Goss, right, v.p., of Goss Printing Press Co. The 
Tribune has three other block-long press rows. 


BIG, BOLD AND BEERLOVING—Mac Wilkins, Cole & Weber, Portland, Ore., 
agency for Blitz-Weinhard Co., wanted to picture someone who looks like that 
to express the brewer's new slogon, “Blitz Weinhard for Me.” Result: The man 
in the picture is Wayne Bagley, art director for the agency. 


DIAL’S FLYING AD—Hitting every large market in the country during the past yeor 
is this Armour & Co. flying ad for Dial soap. Ordinarily operated from sunset to 
10 p. m., the plane has more than 250° of neon tubing under its wings, spelling out 
“Dial Soap Stops Odor.” It also boasts a public address system, used for serenad- 
ing the public with Strauss waltzes. Armour ties in scheduled appearances of the 
A LOT OF FARMERS—This two-page spread in Life Oct. 15 will o number of its products. Outdoor, radio and point of sale plane with local promotions. Armour is so satisfied with results that it has contracted 
spearhead an H. J. Heinz Co. “New Crop Values” promotion for materials will be used. Maxon Inc. is the agency. for another year's operations. 
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why your next 
500-line ad 
should be 


on Television 


One year ago in the nation’s major markets tele- 
vision set circulation passed that of the nation’s 
leading magazine, market by market. 


Today television set circulation surpasses that of 
the leading newspaper in the nation’s major mar- 
kets (see below). 


Now television is firmly established as the No. 1 
visual mass medium in your key markets. Tele- 
vision can present your message not only to 
families which are larger and more prosperous 
than average, but also to more families. And con- 
sider this: today’s average family head (averaging 
TV-owners and non-owners) spends 49% more 
time watching television than reading his news- 
paper. (TV-owning family heads spend 187% more 
time watching television). 


MAJOR MARKET CIRCULATION 
City Leading Paper TV Sets 

New York 2,197,518 2,455,000 
Los Angeles 396,959 1,003,000 
Chicago 917,068 942,000 
Philadelphia 711,396 874,000 
Boston 564,641 754,000 
Cleveland 304,104 486,000 
Washington 265,684 278,000 
Schenectady- 

Albany -Troy 142,003 161,000 

(3 papers) 


POF OTA EER Ore AO Om mE 6 we 


Cost-wise, too, it pays’ to be on television. For 
the same money that would buy one 500-line ad 
in the leading-morning newspaper in each of the 
eight major markets listed above, you can buy 
five one-minute daytime announcements on the 
leading television station in each market. 


NBC Spot Sales 


NEW YORK CHICAGO CLEVELAND SAN FRANCISCO HOLLYWOOD 


If you have always wanted the unparalleled 
impact and selling power of TV but up to now 
have been afraid to look at the cost and circula- 
tion picture, now is the time to bring yourself up 
to date on the mass circulation economy of Spot 
Television. A call to NBC Spot Sales will start 
facts and figures you need on their way to you. 


WNBT New York 

KNBH Hollywood 
WNBQ Chicago 

WPTZ Philadelphia 


WBZ-TV_ Boston 
WNBK Cleveland 
WNBW Washington 
WRGB  Schenectady- 
Albany-Troy 
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‘American Builder’ 
Adds New Features, 

cludes trend information 
Four-Color Cover as edad tad. 


Cuicaco, Sept. 11—In its Sep- In addition, American 
tember issue American Builder also has included a new 
takes the first steps in a long-range “Ask the Experts,” 
plan for increasing the effective- 
ness of the publication. 


four-page Washington 


invited to submit 


Outstanding innovation is a new, 
news sec- 
tion which closes two day 
the magazine goes to press and in- 


which makes 
its debut in October. Readers are 
questions con- 


s before 


as well 

cluded where needed. 
Builder 
feature, 
every 


cerning the industry and the pub- 
lication will ask authorities in the 
field to volunteer their considered 
opinions on the question. Plans, 
sketches and drawings will be in- 


The October issue also carries a 
four-color cover—which will run 
month, instead of once or 
twice a year as in the past—and an 
article on “How to build in winter.” 


oo ety 


Everybody likes a Change 


Everybody likes. 


for a change... 


try Car Cards 

and Traveling Displays 
for better results. 
Nation-Wide Bus 
Advertising Co. 


Representing 5000 buses 
from Vermont to Georgia 


220 E. 42nd St., N. Y. C. 


Agency: Liller, Neo! & Battle, Atlanta 


| 
([NATAI 


- — 
— ~~ 


DALLAS HEARS DISALLE—Before addressing the Dallos Advertising League on Sept. 

7, Mike DiSalle (left), Office of Price Stabilization director, talks with Duffield 

Smith (center), executive director of Dallas Better Business Bureau and acting club 

president, and Rex V. Lentz (right), advertising-public relations director of Mer- 
cantile National Bank and program chairman. 
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= This Markins G 


And This Guarantees 
Top Quality 
in Papers... 


antees Top Quality in 


Leathers 


UNITED AIR LINES “MAINLINER” AT LA GUARDIA FIELD, N.Y 


All McLaurin-Jones printing, 
packaging and specialty 
papers offer a 
rare ingredient — 
generations of painstaking 
skill that makes them 
preferred the world over. 
That is why the name, 


MeL aurin-Jones is synonymous 


Among the wide range of McLaurin- 
Jones papers, famed for their ex- 
cellence, are: Waretone, mirror- 
finish coated paper for printing, 
label, box covering, cover and 
postcard work. Guaranteed Flat 
Gummed Papers for labels, seals 
and stickers. Old Tavern Gold and 
Silver Metallics for labels, box 
work and printed pieces. Relyon 
Reproduction Paper for the print- 
ing trade. A full line of Sealing 
Tapes, Stays, and Gummed Cam- 
brics for boxes, cartons, and 


with “top-quality” in papers. containers 


LET US HELP YOU WITH YOUR PROBLEMS ON SPECIAL COATINGS AND GUMMINGS — 
TECHNICAL, INDUSTRIAL, SPECIFICATION AND CHART PAPERS 


National Sales Tax 
Favored by Half of 


Purchasing Execs 


New York, Sept. 11—Asked how 
the need for greater tax revenues 
can best be met, 49% of the in- 

| dustrial purchasing executives who 

took part in a recent survey con- 
ducted by Purchasing said they 
favor a national sales tax at the 
retail level. 

Other replies included 32% in 
favor of higher excess profits 
| taxes; 27% for increased individ- 
ual income taxes; 11% for higher 
corporate taxes; 14% for addition- 
| al excise taxes at the manufactur- 
ers’ level. Percentage figures total 
more than 100% because several 
respondents made more than one 
choice. Purchasing is a Conover- 
Mast monthly. 
| Additional suggestions, in order 
| of frequency, are: tax cooperatives, 
unions, and other tax-exempt or- 
| ganizations; greater luxury taxes; 
| withholding taxes on dividends; 
| tax gambling, after the necessary 
| legislation; and additional motor 
| fuel taxes. Four per cent said no 
new taxes are needed. 


|@ Asked whether the taxes they 
| proposed would have an anti-in- 
| flationary effect, 50% said it would 
| be slight, 24% said decided, and 
16% said taxes would have no ef- 
| fect. 

In reply to the question, “Do 
|you favor a pay-as-you-go tax 
| policy?” 96% said yes, 4% said no. 

Three out of four said taxes on 
| industry are approaching a point 
| where they could destroy incentive 

to save, but 25% did not think so. 

Asked whether increased taxes 
are ultimately passed on to the con- 

sumer, 92% said ves, and 8% said 
no. 

Almost 85% called for more 
economy in government operation. 


Colgate Gives Doll Premium 

Colgate-Palmolive-Peet Co., 
Jersey City, will offer in October 
and November a Colgate Princess 
doll, valued at $1.29, for 50¢ and 
one wrapper from Palmolive or 
Cashmere Bouquet soap, or one 
box top, any size, from Vel, Super 
Suds or Fab, or one Ajax cleanser 
label. Pages will be used in the 
October issue of Everywoman’s 
Magazine and the November issue 
of Better Living. Ted Bates & Co. 
is the agency. 


Boston U. Names Martin 


Leo Martin, former head of the 
radio department at the Univer- 
sity of Alabama, has been named 
director of the division of radio, 
television and theater at the 
Boston University school of pub- 
lic relations and communications. 
He succeeds Samuel B. Gould, who 
has been appointed assistant to 
the university president to direct 
public relations. 
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COMPANION RECORDS ANOTHER PACE-SETTING INCREASE... 


George V. Carhart of C. L. Miller hears of leadership 


Again the CoMPANION leads the four major women’s service maga- COMPANION LEADS 4 WAYS 
\ zines, being the only one to score a gain in food linage for the first An independent survey” shows that among the four leading women’s 
six months of this year over 1950. service magazines, out of every thousand families, the COMPANION 
reaches: 


Companion’s Duke Truax takes particular satisfaction in telling this 1. MOST “young marrieds,” age 21 through 35 
story to George V. Carhart, Vice President and Treasurer of C. L. 2. MOST families earning from $3,000 to $10,000 
Miller, Inc., New York. 3. MOST families with children 

4. MOST children per family 


He is also pointing out that the COMPANION has set the pace during 
*Conducted in 136 scientifically selected cities and rural areas by Stewart, Dougull 


the first half of 1951 in total advertising revenue gain, percentage of ond Aesaduten, fovemest commands exqentention. 
increase, and in reaching a market of growing. planning, able-to-buy 
families. 


Why not let the CoMPANION help boost your sales? 
Womani \ Home 


CIRCULATION: MORE THAN 4,000,000 
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N. W. Ayer Names Three 

Peter M. Stewart, formerly with 
William H. Weintraub & Co., has 
joined N. W. Ayer & Son in Detroit 


as a service representative. Newly 
added to the research bureau of 
the agency's media department in 
Philadelphia is Kenneth Miller, an 


industrial engineer. Mrs. Stella W 
Ancar, formerly in the estimating 
department of Mutual Broadcast- 
ing System, has been named a time 
buyer in Ayer’s New York office. 


Daych Joins Zift-Davis 

Herman Daych, formerly an ac- 
count executive with St. Georges & 
Keyes, New York, has joined Ziff- 
Davis Publishing Co., New York, 
as promotion director 


Musselman Expands 
Apple Sauce Drive 


BIGLERVILLE, Pa., Sept. 11—C. H. 
Musselman Co., manufacturer and 
canner of Pennsylvania Dutch 
Musselman’s Applepie, apple sauce, 
sliced apples and other fruits, on 
Sept. 13 will launch the heaviest 
advertising schedule in its history 
to cover five major markets. 

The new schedule, which will 
break with 600-line ads in the 
New 


gen Record, the West Chester 
Group, the Pittsburgh Press and 
the Baltimore Sun, will feature the 


we point with pride to those TV trailers 


| 
| featuring Milton BERLE, Eddie CANTOR, | 
| Bob HOPE, Ed WYNN which we made 
for National Broadcasting Company. 1 

! 

| 


% 


Telefilm Inc. Hollywood 28 Calif. Since 1938. 


York World Telegram & 
Sun, the Newark News, the Ber-| 


Pennsylvania Dutch theme. All 
ads continue to carry “stopper” 
headlines of Pennsylvania Dutch 
expressions to stress the fact that 
Musselman products are excep- 
tionally good ones. The first ad 
headlines the Dutch word for 
“Remarkable.” 

The expanded schedule, which 
has added Pittsburgh for the first 
time, is about 50% bigger than 
last year’s campaign. Philadelphia 
and Cleveland papers also will be 
used weekly, as will Family Circle, 
New York Times Sunday Maga- 
zine and Woman's Day. All ads 
will carry a free offer of the new 
Pennsylvania Dutch recipe book. 

The Clements Co., Philadelphia, 
handles the account. 


Parker Pen Offers TV Spots 
Following three years of tests 
to determine “the most propitious 
usage and effectiveness” of tele- 
vision for its products, Parker Pen 
Co., Janesville, Wis., has produced 
three 60-second spots for its chain 
of some 20,000 dealers. Parker has 
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QUICKER—This spread in The Saturday Evening Post has opened Remington Rand's 
in i for its new electric shaver with the new shape. 


pes Js 


expanded its cooperative ad agree- 
ment to include TV. The new 
agreement is based on the fact that 
the company has found more than 
60% of its retail dealers are lo- 
cated in television areas. 


Setting this “big wheel” in motion, and keeping 
it turning smoothly, is a job that traces back 
through research and development to the skill 


of the chemists and engineers engaged in instru- 


mentation, control and analysis. 


lower manpower requirements, control, analyti- 
cal and instrumentation equipment play a most 
vital role in maintaining production, product 
quality and uniformity, and the safety of the 
plant. 


Remington Opens Ad 
Campaign for Shaver 
That Goes Like 60 


BripGeport, Conn., Sept. 11 
Nemington Rand’s electric shaver 
division will use a number of mag- 
azines (how many is still unde- 
cided) to promote its latest model 
—the Remington 60. 

The campaign, which will carry 
through Christmas, got started last 
week with the appearance on 
newsstands of the Sept. 8 Saturday 
Evening Post. A color spread in 
the Post is headlined: “Now! Shave 
in 60 Seconds with the all-new 
Remington 60.” 

A color spread is also scheduled 
for the Sept. 22 issue of Collier's, 
with a color page set for the Oct. 
9 Look. A b&w page will appear 
in the Sept. 19 Pathfinder. Other 
magazines on the schedule will 
be announced later. 

The Remington 60 will retail at 
$27.50 as compared with $25.50 for 
the Remington DeLuxe, last pre- 
vious model. The new shaver is 
radically different in shape from 
earlier Remingtons, being smaller 


| and nearly oval in shape. 


Their work in developing fast, accurate analyti- 
cal tools has given the impetus to the growth 
of these great industries; for without these tools 
it would be neither practicable nor economical 
to put into operation many of the processes which 
exist today. 


The trend to continuous processing — perhaps 
the outstanding technique of the modern era — 
is virtually helpless without present-day control, 
analytical and instrumentation equipment. In 
this achievement of increased capacity with 


ANALYTICAL 
CHEMISTRY 


The W orkmagazine for Instrumentation, Control and Analysis 


In short, the science of analytical chemistry has 
grown far beyond the test tube era, and now 
encompasses such apparatus as mass spectrome- 
ters, electron microscopes, flame photometers, 
x-ray diffraction units, and many other costly 
instruments that have become the stepping stones 
to modern industrial practices. 


The chemists and engineers who buy and specify 
analytical, control and instrumentation equip- 
ment are dependent upon the fundamental work- 
material offered only by Analytical Chemistry. 


CHICAGO 


An AMERICAN CHEMICAL SOCIETY Publication 


Advertising Management: REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 18, N. Y. 


CLEVELAND «© SAN FRANCISCO @ 


LOS ANGELES e 


SEATTLE 


DALLAS 


Leeford Advertising 
New York, is the agency. 


Agency, 


36” WARNER-HUDNUT 
RAZOR BLADE MAY BOW 

New York, Sept. 11—A razor 
using a replaceable cartridge con- 
taining a 36” strip of coiled Swed- 
ish steel “is now in the experi- 
mental stage,” according to 
Warner-Hudnut, previously not in 
the shaving instrument field. 

A spokesman at Standard Lab- 


| oratories, a Warner-Hudnut sub- 


sidiary here, said no comment 
could be made on promotional 
plans for the revolutionary new 
blade since it “will not be marketed 
for some time yet.” Kiesewetter 
Associates is the Standard agency. 


e Drug Trade News describes the 
blade as being one-eighth of an 
inch wide. “By twisting a key, a 
fresh cutting edge of the strip is 
moved into place. The fingers 
never touch the blade. Razor and 
cartridge reportedly will be priced 
to compete with popular brands. 
It is estimated that a single cart- 
ridge will last the user for two or 
three months.” 

The business paper said it was 


| believed “that the anticipated dis- 
| tribution of the product is in. line 


with Warner-Hudnut’s announce- 
ment recently that it would place 
increasing emphasis on its men’s 
line of toiletries.” 

Raymond Loewy, industrial de- 
signer, was said to be designing 
the new blade. 


Owner of Florida Agency 
Buys Some Dorland Stock 


Morton M. Robins, owner of 
Robins Advertising Agency, Sara- 
sota, Fla., has been elected to the 
board of Dorland Inc., New York. 
Mr. Robins has also become a 
stockholder and a member of the 
New York agency's executive com- 
mittee. 
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Karagheusian Plans | 
Color Spread Drive 
for Gulistan Carpets 


New York, Sept. 11—A. & M. 
Karagheusian Inc., manufacturer 
of Gulistan carpets, will use full- 
color spreads in several consumer 
publications during its fall ad cam- 
paign. 

The magazines to be used in- 
clude American Home, Better 
Homes & Gardens, Holiday, House 
Beautiful, House & Garden, Vogue 
and Woman's Home Companion, 
plus, for the first time this fall, 
Country Gentleman, Full-color 
pages also will appear in the same 
publications 

Each ad will be built around the 
theme “Is Your Home Dressed for 
the Occasion?” and each color 
spread will feature four Gulistan 
carpet lines. A booklet entitled 
“How to Buy a Carpet” also will 
be offered in each ad for 25¢. 


s Gulistan’s contract carpet cam- 
paign, featuring installations in 
leading institutions, also will be 
continued in Time this fall. 

Trade publications on the Gulis- 
tan schedule include Flooring, 
Home Furnishings, National Furni- 
ture Review, Retailing Daily and 
Rug Profits. 

In addition, three full-color ads 
are scheduled for the back cover 
of Hotel Management and b&w ads 
for contract carpets will appear in 
Hotel World-Review, Institutions, 
Interiors, Magazine of Building and 
Modern Theater. 

Dealers already have received 
large tie-in kits, containing news- 
paper mats, ad reprints, an easel 
display, a radio script book, point 
of purchase material and other 
promotional items. 

Fuller & Smith & Ross handles 
the account. 


Hal Short Gets 4 Accounts; 
Adds Dearle, Gordon, Jones 


Hal Short & Co., Portland, Ore., 
has acquired the accounts of Bow- 
man Furnace Co., manufacturer of 
Continu-Air furnaces, using re- 
gional media: Hoody Peanut Prod- 
ucts Co., using newspapers, out- 
door and radio following a mer- 
chandising program; Mercer Stee! 
C»., Oregon and Washington dis- 
tributor of Fol-Dor, Van Packer 
chimneys and Trimset windows, 
and Hill Military Academy, using 
20 newspapers in 11 western states. 

Morris Dearle, fer nerly opera- 
tor of his own studio in Seattle, 
has been named art director of the 
agency. Katherine Gordon. for- 
merly with Mac Wilkins, Cole & 
Weber, Portland, has been added 
to the copy department, and Jay 
Jones, formerly advertising man- 
ager of Sherman Inc., Chicago, 
has been named an account exec- 
utive. 


Rand Names |. B. Zellers 


J. B. Zellers, with the company 
for 23 years, has been named sales 
manager of the Remtico and dupli- 
cator supplies division of Reming- 
ton Rand Inc., Bridgeport, Conn. 
A. C. Barioni, former product sales 
manager of Remtico, has been 
transferred to the electric shaver 
division, to specialize in sales re- 
search 


Plans Aid for Booksellers 


Doubleday & Co., New York, 
one of the country’s largest book 
publishers, will hereafter pay 
transportation charges on all 
Doubleday books going to book- 
sellers. The plan applies to all 
books published under the im- 
prints of Doubleday and Garden 
City. 


Buskens Appoints Lloyd 

Lloyd Advertising, Boston, has 
been named advertising and sales 
promotion counsel for Buskens 
Inc., Manchester, N. H., shoe 
manufacturer. Fashion magazines 
and an enlarged merchandising 
program are planned for next year. 
Bresnick & Co., Boston, is the 
former agency. 
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sumer series, said to be the most trot 
page ond a half ads, featuring the entire Dormeyer line, will run in Better Homes 
& Gardens, Ladies’ Home Journal and The Soturday Evening Post. 


NEW SERIES—Marvin E. Allesee (left), v. p. of Dormeyer Corp., Chicago, and John 
W. Show of John W. Show Advertising discu 


ss the first od 
A 


in Dormeyer’s new con 
in its history. Full-color, 


WHALEY 
TAXIPOSTER 


ADVERTISING 
ee 


A new slant on circulation cost, we'll admit, but we can’t count 
people constantly exposed to Taxiposter messages on Main Street, 
Back Street and Boulevard! (Statisticians are stumped on that 
one, too.) 


Taxiposters do ride at least 5 miles (50 city blocks) for 
1 penny! . . . based on our rate per cab and recorded mileage of 
122 leading taxicab fleets carrying Taxiposters coast to coast. 


Taxiposters are colorful outdoor displays . .. mingling with 
pedestrians in crowded downtown and suburban areas . . . facing 
motorists head-on in downtown traffic and on the expressways. 


Night and day, Taxiposters move in the traffic flow or stand 
at preferred locations . . . always at eye-level . .. always easy to see. 


Wm. E. Whaley Co. © Louisville 2, Ky. 


TAXIPOSTER SHOWINGS CAN BE MADE IN 10 DAYS FROM RECEIPT OF COPY IN ANY CITY WHERE SPACE IS AVAILABLE. 
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Simmons Knife toMacDonald O'Rourke Gets Adclub Post 
Arthur R. MacDonald Inc., Chi- Carroll O'Rourke of the Port-| 
cago, has been appointed agency land office of Mac Wilkins, Cole & 
for Simmons Slicing Knife Co.) Weber has been named secretary- 
and Simmons Engineering Corp.,| treasurer of the Oregon Advertis- 
Evanston, Ill. TV and space adver-| ing Club, replacing Howard Mac- 
tising wil! be used by Simmons} Allister, advertising manager of 
Knife and trade publications by| Armishaw’s, who has _ resigned 
the engineering company. from the club’s board of directors. 


Mra he hs 6 "3 


~ DRUG 8 COSM 


INOUSTRY 


cat 


fie | 


Covers an industry where a brilliant record | 


in developing new products through research 
has brought an increasing alertness and need ; 
for new materials, packages and equipment Ke 


Also Publishers of Beauty Fashion | 
Ma te ok ae ES | 


McCall Corp. Names Boyle; 
Brown Succeeds Hutter 

Walter J. Boyle, a v.p., has been 
named a director of McCall Corp., 


| New York. Edward Brown, assist- 


ant secretary since 1948, has been 
elected secretary of the corpora- 
tion, succeeding Francis Hutter, 
who is retiring. Mr. Hutter con- 
ceived and developed the method 
of printing dress patterns, first 
adopted by McCall in 1921. 

Mr. Brown will continue as v.p. 
and assistant to Marvin Pierce, 
president of McCall Corp. 


Foote Mineral Elects V. P.s 

Gordon H. Chambers, v.p. and 
treasurer of Foote Mineral Co., 
Philadelphia, has been elected 
executive v.p. He joined the com- 
pany in 1928 as a sales engineer. 
S. C. Ogburn Jr. has been elected 
v.p. in charge of research and 
development and L. G. Bliss v.p. 
in charge of sales. 


Whitehall of Mexico to FC&B 


Foote, Cone & Belding Interna- 
tional Corp., New York, has been 
awarded several Whitehall prod- 
ucts accounts by Home Products 


1951 


LOOK INSIDE = 
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ANNIVERSARY SALE—This color spread in the Sept. 29 Saturday Evening Post 
for Mullins Mfg. Corp.’s Youngstown Kitchens’ Jet-Tower dishwasher is part of 
the magazine support the company is giving its dealers in a campaign offering 
$100 for an old sink, or a free waste disposer with the purchase of a Jet-Tower 
dishwasher. Brooke, Smith, French & Dorrance, Detroit, is the agency. 


de Mexico in addition to the prod- 
ucts they already handle. They 
are Heet liniment, Hill’s nose drops 
and Ebrocol cold rub. 


Mullins Sets Drive 
Supporting Dealer 


eat 


cee enelie 


decals can be designed for best service on your products. 


art services, consultations and estimates without obligation. 


Address Dept. 


PALM, FECHEELER A CO. 


E. LIVERPOOL, OHIO e 


NEW YORK ° 


149, 


220 Wese 42 St., N. Y. 18, N.Y. 


Learn new ways for PF decals to sell your products! Send for 16-page booklet, 
DECAL-WAYS TO SALES, plus samples of PF decals. See the brilliant color 


CHICAGO 


Dishwasher Effort 


Warren, O., Sept. 11—Mullins 
Mfg. Corp. is readying national 
advertising support for the second 
half of a sales promotion drive for 
Youngstown Kitchens’ Jet-Tower 
dishwasher, which its retail deal- 
ers launched Sept. 9 and will con- 
tinue through Oct. 31. 

Local newspaper advertising by 
dealers and distributors will offer 
a $100 trade-in on the customer's 
old kitchen sink, or the gift of a 
| Youngstown Kitchens food waste 
| disposer with a retail value of 
| $119.50, with the purchase of either 
| the 48” electric sink model or the 
27” automatic dishwasher. 


'@ Starting about Sept. 25, full- 
color, full-page ads will run in 
Better Homes & Gardens, Coronet, 
Good Housekeeping, Progressive 
Farmer, Sunset Magazine and 
Woman’s Home Companion. The 
Sept. 29 Saturday Evening Post 
will carry a color spread 
| Included in the promotion pack- 
|}age being used by retailers are 
newspaper mats, gravure broad- 
sides, window posters and a large 
| counter easel. The trade-in offer 
| was tested in nine cities. 
Brooke, Smith, French & 
| rance, Detroit, is the agency. 


Dor- 


Publishes ‘Blue Book 
of Magazine Writers’ 


A listing of free lance writers. 
their addresses, subject range and 
magazines in which their articles 
| have appeared, has been published 
as the “Blue Book of Magazine 
| Writers” by Central Feature News, 
| Times Bldg., New York 18. 

Available from the publisher 
for $15, the book will be kept up 

| to date with periodic re-issues. 


Audit Bureau Adds Five 


Audit Bureau of Circulations, 
Chicago, has added the following 
members: Farm Chemicals, Phila- 
delphia; Clarendon Hills Doings. 
Hinsdale, Ill., and the New York 
Journal of Commerce Import Bul- 
letin, weekly newspapers; the Con- 
tinental Illinois National Bank & 
Trust Co. of Chicago, and Fox Mid- 
west Amusement Corp., Wichita, 
Kan 


Lorillard Backs WPIX Sports 


P. Lorillard Co., New York, will 
sponsor half of each of the 117 
events—basketball, hockey, rodeo, 
etc.—which WPIX will televise 
from Madison Square Garden this 
season. The schedule, negotiated 
for Old Gold cigarets through Len- 

jnen & Mitchell, will start in Octo- 


reproduction, the ease of application. Remember, PF decals are tailormade — special | ber. 


Drug Journal Boosts Clark 


Lillian Clark, former associate 
editor, has been named editor of 
Southern Pharmaceutical Journal, 
Dallas, succeeding Walter Cousins 
Jr. Before joining the magazine, 
Miss Clark was advertising man- 
ager of Airmaid Hosiery Mills, 
Dallas. 
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*Indicates first listing in this column 

Sept. 17-18 Pennsylvania Newspaper 
Publishers’ Assn., annual classified clinic, 
Roosevelt Hotel, Pittsburgh. 

Sept. 17-21. Premium Advertising Assn 
of America, New York Premium Cen- 
tennial Exposition, Hotel Astor, New 
York. 

Sept. 23-26. Western States Classified 
Conference, Hotel Santa Rosa, Santa 
Rosa, Cal. 

Sept. 23-28. Advertising Specialty Na- 
tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago 

Sept. 24-26. Southern Newspaper Pub- 
lishers Assn., Arlington Hotel, Hot 
Springs, Ark 
Sept. 24-26. Assn. of National Adver- 
tisers, annual meeting, Hotel Plaza, New 
York 
Oct. 4-5. Continental Advertising Agen- 
cy Network, 19th annual meeting, Phila- 
delphia 
Oct. 4-5. Export Advertising Assn., 3rd | 
annual international convention, Hotel | 
Plaza, New York. 

Oct. 5-6. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 5-7. Second District, Advertising 
Federation of America, Sterling Hotel, 
Wilkes Barre, Pa. 

Oct. 7-9. Tenth District, Advertising | 
Federation of America, Washington-You- 
ree Hotel, Shreveport, La. 

Oct. 11. National Assn. of Magazine 
Publishers, fall meeting, Westchester 
Country Club, Rye, N. Y 

Oct. 13-16. Mail Advertising Service 
Assn , 30th annual convention, Schroeder 
Hotel, Milwaukee. 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 
ler, Boston. 

Oct. 15-16. Inland Daily Press Assn., 
67th annual meeting, Congress Hotel, 
Chicago. 

Oct. 16-19. Affiliated Advertising Agen- 
cies Network, annual meeting, Sheraton 
Hotel, St. Louis. 

Oct. 17-19. Direct Mail Advertising 
Assn., Mth annual conference, Hotel 
Schroeder, Milwaukee 

*Oct. 18-20. Pacific Council, American 
Assn. of Advertising Agencies, Coronado, 
Cal. 

Oct. 19-20. Fifth District, Advertising 
Federation of America, Fort Hayes Hotel, 
Columbus, O. 

Oct 22-23. Agricultural Publishers 
Assn., annual meeting, Chicago. 

Oct. 24-25. Ohio Assn. of Broadcasters. 
fall meeting, Hotel Carter, Cleveland. 

Oct. 24-27. Printing Industry of Amer- 
ica. annual convention, Hotel Statler, 
Boston. 

Oct. 25-26. Audit Bureau of Circula- 
tions, annual meeting, Congress Hotel, 
Chicago. 

Oct. 25-27. Advertising Typographers of 
America, 25th annual convention, Hotel 
Nacional, Havana, Cuba 

*Oct. 25-26. Central Council, American 
Assn. of Udvertising Agencies, Chicago. 
Oct. 27-28. Intercity Conference of 
Women's Advertising Clubs, AFA, Tole- 
do, O 
Oct. 28-31. Life Insurance Advertisers 
Assn., annual meeting, Williamsburg, Va 
*Oct. 30-31. New York, New England 
and Atlantic Councils, American Assn. | 
of Advertising Agencies, New York. 

Nov. 12-13. First District, Advertising 
Federation of America, Boston. 

Nov. 12-15. Financial Public Relations 
Assn., annual convention, Hollywood 
Beach Hotel, Hollywood, Fla 

*Nov. 13. Michigan Council, American 
Assn. of Advertising Agencies, Detroit. 
Nov. 18-19. National Business Publica- 
tions, annual meeting, Drake Hotel, Chi- 
cago. 

Nov. 18-20. National Newspaper Pro- 
motion Assn., central region meeting, 
Edgewater Beach Hetel, Chicago 

Nov. 20. Controlled Circulation Audit, 
annual meeting, Drake Hotel, Chicago. 
Dec, 27-29. American Marketing Assn., 
winter conference, Hotel Kenmore, Bos- 


*Jan. 20-23, 1952. Newspaper Advertis- 
ing Executives Assn., Edgewater Beach 
Hotel, Chicago 

Jan. 24-26, 1952. Advertising Assn. of 
the West, midwinter conference, Oak- 
land, Cal 

Jan. 25-26, 1952. Assn. of Railroad Ad- 
vertising Managers, St. Louis 

June 8-11, 1952. Advertising Federation 
of America, 48th annual convention and 
exhibit, Waldorf-Astoria Hotel, New York 
June 22-26, 1952. Advertising Assn. of 
the West, annual convention, Olympic 
Hotel, Seattle. 

June 29-July 2, 1952. National Indus- 
trial Advertisers Assn., annual confer- 
ence, Palmer House, Chicago. 


WNBQ Sells Big Time Chunk 
WNBQ, Chicago TV station, has | 
sold the midnight to 1:15 a.m. slot, 
Mondays through Fridays, to 
Alan’s Industries, local distributor 
of TV sets, appliances and furni- 
ture. Alan’s will show feature 
films on the series, the largest 
single sale of local TV time in the 
station’s history. The 13-week 
contract, to commence Oct. 1, was 
placed through Dickson & Wiebe. 


Rosie 
the Riveter 


Detroit Means Business 


- RETURNS! 


Detroiters are back at their wartime produc- 
tion jobs. Since July 1950, Detroit’s indus- 
trial concerns have been awarded 1 12 -billion 
dollars in defense contracts —third highest 
volume in the nation. The new manufacturing 
facilities which these orders necessitate are 
nearing completion in the outskirts of Detroit. 


This means that the more than one million 

workers in the Detroit market will be working 

full-time and over-time, continuing to earn 

the highest factory wages of any major city 

in the United States. 
464,940 


highest weekday circulation 
of any Detroit newspaper 
571,757 


highest Sunday circulation 
in Detroit News’ history 


ABC fgures for 6 month perrod 
ending March 31, 1951 


Eqsiten Offices 110 E. 42nd St., New York 17—under management of A. H. KUCH 


Years To Come — Detroit 
Means Business! And the 


| Today, Tomorrow, For 


best means of getting it 
| is through The Detroit 
; News. The News is first 
in Detroit in total week- 
| day circulation, first in 
trading area circulation, 
' first in home-delivered 
circulation . . . and car- 
ries practically as much 
' advertising linage as 
both other Detroit papers 
| combined! 
' 


Detroit News 


THE HOME NEWSPAPER 


owners ond operctors of redio stetions WWJ, WWIJ-FM, WWJ-TV 


° Western Offices. JOHN E. LUTZ CO., Tribune Tower, Chicago 
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Dairy Groups Campaign 

“Nonfat milk solids make better 
bread” is the theme of a joint fall 
campaign sponsored by the Ameri- 
can Dairy Assn. and the American 
Dry Milk Institute, both of Chi- 
cago. The schedule includes color 
ads in Good Housekeeping in Sep- 
tember, October, November and 
January. Campbell-Mithun is the 
agency for American Dairy, and 
Glenn, Jordan & Stoetzel is the 
dry milk group's agency 


Specialists on % 
SALES PORTFOLIOS 
SERVICE BINDERY CO. 


2241 S. WABASH AVENUE 
CHICAGO 16 


CAlumet 5-3224. 4 


23 Chemical Companies Take 
20-Page Section in ‘Times’ 

A 20-page magazine-size ad- 
vertising section appearing with 
the New York Times on Sunday, 
Sept. 2, was sponsored by 23 chem- 
ical companies and one bank. The 
specia! section was used to pro- 
mote the chemical industry during 
the dfamond jubilee of the Ameri- 
can Chemical Society 

An extra 100,000 copies of the 
section were printed for circula- 
tion among stockholders, suppliers 
and employes of the advertising 
companies, including American 
Cyanamid, Dow Chemical, DuPont, 
B. F. Goodrich Chemical, Monsan- 
to, Union Carbide & Carbon and 
the Chase National Bank. 


Research Directory Issued 

The fifth edition of “Bradford's 
Survey & Directory of Marketing 
Research Agencies” has been is- 
sued by Dr. Ernest S. Bradford, 
50 Argyle Ave., New Rochelle, 
N. Y. Reference material relating 
to more than 250 marketing re- 
search organizations is included 
in the directory, which sells for 
$5. 


attention: 


Is your husband 
stale, rancid? 


MISTREATED 
i VES in ious on 


fresh Skippy Peanut Butter—now 
churned for easier spreading. (The 
best is now better.) 


NEW APPROACH—These 


three amusing newspaper ads are 
samples of many that Rosefield Packing Co., Alameda, Cal., is 
running through October in seven western cities, promoting 
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attention: 


UNEMPLOYED 
PANU 


_.. If U R fat and fresh roasted apply 4 work 
with Skippy Peanut Butter, now churned for 
easier spreading. (The best is now better.) 


used extensively. 


attention: 


Scientists 


It was absolutely impossible to 
improve Skippy Peanut Butter 
but we did it anyhoo. Now 
churned for easier spreading. 
(The best is now better.) 


its new churned Skippy peanut butter. Guild, Bascom & Bonfigli, 
San Francisco, is the agency. Radio and television are also being 


Profitable Agency Management a Science 
That Can Be Reduced to Formula: Rubel 


New York, Sept. 11—Profitable 
agency management today is virtu- 
ally a science because it can be 
reduced to a formula, Ira Rubel, 
senior partner of Rubel, Fields, 
Godow & Lawrence, Chicago ac- 
countant, told the League of Ad- 
vertising Agencies Friday night. 


“Profitable management is a 
science,” Mr. Rubel insisted, “be- 
cause the elements of management 
can be reduced to a specific formu- 
la. Here they are: 

“1. A workable operating plan 
can be formulated to produce the 
work and control its quality and 


How loosely Mr Webster? 


Pardon us, Noah. In 1828, when you were loading your 


lexicon. “Weekend 


was a loose term. But in these days 


of modern merchandising “Weekend” has a special mean- 


ing 


people going places, doing things . 


Small wonder, 
Cana la s 
bl . - 

WzOneU Our 


term 


with 


busiest centres, 
banner with “WEEKEND”. 
But a word that spells sales. 


A word for admen 


In our dictionary it sets off a chain reaction of busy 


. . buying things. 


when we aimed our publishing sights at 


to catch them relaxing, that we 
Not a loose 
Not a word to conjure 


to remember. 


WEEKEND PICTURE MAGAZINE has narrowed its 


1 * 
In 5 leading Canadian newspapers 


"Effective Jan. Sth., 1952. 


with a total circulation of 


868,000 


range to the concentrated Canadian urban markets. Where 


the most Canadians pay to live. Here is where it pays to 
push products. Where Canada’s busiest cash registers call 
the tune. Here is 80°, of WEEKEND PICTURE MAGA- 
ZINE’S 868,000 circulation. WEEKEND is the new buy- 
word with more than half of all English-speaking families 
in these profit-packed points. Nothing to equal it in 
Canada. 


Facts and figures from O'Mara & Ormsbee, New York; 


The John E. Lutz Co., Chicago, and our offices in Toronto 
and Montreal. 


WEEKEND 


cost. 

“2. A realistic and proper basis 
of agency compensation can be 
set up. I do not mean to imply 
that there is anything wrong with 
the commission system except that 
often the 15% is not enough to 
pay for the services an advertiser 
requires. 

“3. An incentive plan to give 
key employes a feeling of partici- 
pation in the thrill of success and 
the satisfaction of achievement is 
also necessary. 

“4. A means of measuring your 
actual operation at regular inter- 
vals with the plan you set up is of 
vital importance.” 


e Mr. Rubel said that the ratio 
of direct costs on any account ser- 
viced should never exceed 50% to 
55%; overhead expenses should be 
held to 25% or 30% ; and that prof- 
it ratio should run about 15% to 
20%. 

“Keep a close check on opera- 
tions by means of cost accounting,” 
he said. “Management should 
check cost details at least quarter- 
ly. 
“It is a myth,” he said, “that some 
accounts just pay part of the over- 
head. Every account should show 
a profit. 

“It is up to management to de- 
cide what services will be per- 
formed, what clients will be 
charged, and the value of each em- 
ploye’s contribution. It is the job 
of the accountants to supply the 
facts and figures upon which man- 
agement can base these important 
decisions.” 


Olin Names W. H. Depperman 
to Handle Its Advertising 


W. H. Depperman, formerly 
publicity executive of Steve Han- 
nagan Associates, New York, has 
been named di- 
rector of public 
information for 
Olin Industries, 
East Alton, IIL, 
producer of 
sporting arms 
and ammunition, 
brass products, 
cellophane, ciga- 
ret paper and 
other products. 

Mr. Depper- 
man will super- 
vise Olin’s ad- 
vertising, publicity and related ac- 
tivities. With the Hannagan organ- 
ization, he had been in charge of 
Olin publicity for nine years. 


W. H. Depperman 


Crowell-Collier Boosts Yount 


Barker H. Yount, formerly su- 
pervisor of field operations in the 
Crowell-Collier circulation de- 
partment, has been named to suc- 
ceed Fred A. Wenzel as manager 
of newsstand sales for the pub- 
lishing company. Mr. Wenzel has 
retired from that posit but will 
continue with Crowell-Collier as 
a consultant on newsstand mat- 
ters. 


Kingan Backs Arthur Godfrey 


Kingan & Co., Indianapolis, 
through Warwick & Legler, will 
sponsor “King Arthur Godfrey's 
Round Table,” Sundays over CBS 
starting Oct. 14 at 5 p.m., EST. The 
program, which will be supple- 
mented by newspaper and outdoor 
advertising, will be a 30-minute 
recording of excerpts from God- 
| frey’s five-a-week daytime broad- 
| Cast. 


i aon ee Be a aa Pg EE: St ee SY, ae eo 
<3 1 
: 68 eee 
: P| a Pe 
a 
a es een 
Seal ae 
3 7 s : 
3 = } 
ZL SNE REE SOR : — i 
barn, f | 
f a 2 
i 7 a ” Ps a) 4 
} Pad 4 7 
; i | 
- i ] a <a ‘ { 
ll * EES % 
> . £ i * Se. — _ Hey keg \ 
P , ‘A re . Za ae . ’ 
. 3 aa Pa : 
eo ¢ — _— Te ” { 
a re § pr. sf a 
7 J on we ¢ po Pte, ' 
3 | - re yr yy ’. wa" j 
Pe A. P “Ss \ - 
a ‘Shy : — > : f i iP f 
A + Pa . pf he! y Hy ro? ' 
| i ar Z | 
oe _ er. Ml ‘ : 
, = "ee 2 Nae eae , 
=| 3 ie ae ‘ , 
Ae i f oe Sees Pee q 
-# : . Sees ie 
_#§ z ee - ie 
e% " sone Week exceDt Ss un , 
is aap, f “yi fronP*tiog The day’ ~ iy 4 
% : ’ wey z j Mo, Sat “omm., Dd of ig 
> ’ fe § Woy fay. ay nal obgabe w . : 
sg A i ~~, ly (w Wee ps2 or T ved . loose % 4 
We od in] * yl, aghhd’, 2 'ida tia 
a : vo ri 2 ady t 
L et Te 
ee ; 
4S | 
ee ‘ 
: ee Pd ee 
7 es ns = 
: eC 
. ee 
oe. 
z ipeeeeaiietlil SS PicTURE MAGAZINE . 


_— * 


Federal Reserve Figures on Department Store Sales 


WASHINGTON, Sept. 11—Depart- 
ment store sales, which have been 
booming along at a near-record 
rate in recent weeks, ended up the 
week of Sept. 1 just 3% below the 
alltime record volume for the week 
set last year and about 2% below 
the previous high for the corre- 
sponding week, in 1948. 

Not all of the districts reporting 
to the Federal Reserve Board en- 
joyed excellent sales, however. 
Midwestern and southern areas 
sweltered in a heat wave, and 
losses in clothing and appliance 


DEPARTMENT STORE 
SALES INDEX 


1935.39 EQUALS 


Week to Sept. 1, '51*..p301 
Week to Sept. 2, '50*....310 
Week to Aug. 25, '51*..279 
Week to Aug. 26, '50*..288 
Month of July '51*,,..p240 
Month of July, '50*...... 283 


pPrelimina ary 
| *Not adjusted seasonally. J 


Reon 


sales in those areas helped reduce 
the district totals. 

The war-induced consumer buy- 
ing spree touched off by the Kor- 
ean War last summer lasted until 
September, 1950. Thus, from now 
on, the Federal Reserve Board’s| 
year-to-year comparisons will be- 
come a more accurate business in- 
dicater than they have been in re- 
cent weeks. 

On the latest report, the Boston, 
Philadelphia and San Francisco 
districts reported gains of 2%, 
compared with the same week last 
year. The Richmond district was 
up 1% and the New York area! 
broke even, but the remaining dis- 
tricts recorded losses ranging from 
1% in Cleveland to 10% in the 
Minneapolis area. 

Among the cities, Seattle and) 
Spokane scored impressive 17% 
dollar volume gains, and Erie was 
up 12%. Oklahoma City (off 18%) 
reported the largest loss, with At- | 
lanta and Dallas (both off 15%) | 
next in line. 


| 

% Change from | 

Previous Year | 
Week Ended 


Federal Reserve Aug. Aug. Sept. 
ih 25 


District and City 1 
UNITED STATES —_+ -—%t —3) 
Boston Distriet xo —t 2 
New Haven 2 -7 0 
Boston —1 —10 3 
Lowell-Lawrence 2-5 -—8 
Springfield 2 7 3 
Providence —3 —2 -—3 
New York District —-4+ —4 ” 
Newark -5 —1l 5 
Buffalo 0 6 —1 
New York 8 —8— —! 
Rochester .... 2 8 0 
Syracuse 3 2 0 
Philadelphia District — —5 2 
Philadelphia —10 -3 —Il 
Cleveland District — —3s —! 
kron —5 1 i) 
Cincinnati -14 —7 1 
Cleveland —5 0 3 
Columbus —1 —5 1 
Toledo —4 6 0 
Erie —3 15 12 
Pittsburgh —mMm -s —-4 
Richmond District 3 rl 1 
Washington 4 0 3 
Baltimore —2 7 2 
Atlanta District - —-3 —6 
Birmingham 9 —13 -2 
Jacksonville 1 0 0 
Miami 3 rs —5 
Atlanta —15 —15 —15 
Augusta 16 «r24 ° 
New Orleans " 8 19 1 
Nashville —_— —s — 
Chicage District —_—= — -i 
Chicago 1 1 —10 
Indianapolis 4 0 0 
Detroit -5 -9s —7 
Milwaukee -—§ —4 —5 
St. Louis District ress |) 
Little Rock —7 — 0 
Louisville -l1 -8 —8 
St. Louis Area -—5 -—9 — 
Memphis 3 --1 —i 
Minneapolis District . -— — r—l¢ 
Minneapolis —4+ -6 —# 
St. Paul —o9 -—-l4 —M 
Duluth-Superior —3 —ll -<é 
Kansas City District ot roe —7) 
Denver —10 1 —3) 
Wichita 13 16 5 
Kansas City —2 —10 
St. Joseph ° . 
Oklahoma City —20 —13 —18) 
Tulsa -—6 —2 —l4 
Dallas District WW... 3 
Dallas . ‘ —-10 -—6 —I15 
El Paso -11 0 0 
Fort Worth —10 r—7 —6 
Houston 1 3 3) 
San Antoni 8 2 0 
San Francioce, District 5 0 2| 


Los Angeles Area -—s— -—3 —5 
Oakland —2 4 1 
San Diego 2-1 8 
San Francisco —1 1 8 
Portland —7 -8 5 
Salt Lake City -—s8 —l 1 
Seattle —3 7 17 
Spokane 0 6 17 
rRevised. 


*Data not available. 


Buys RCA‘s ‘Touchdown Tips’ 
Mail Pouch Tobacco Co., Wheel- 
ing, W. Va., has bought RCA’s syn- 
dicated football series, “Touch- 
down Tips with Sam Hayes,” to 
promote Kentucky Club tobacco 
in 20 midwestern markets. Charles 
W. Hoyt Co. is the agency. Sta- 
tion orders for the transcribed fea- 
ture now total more than 150. 


Hoover Joins Otto & Co. 


Stuart Hoover, formerly with 
Cayton Inc. and McCann-Erickson, 
has joined Robert Otto & Co., New 
York, as an account executive. 


ACB Tie-in Reports will keep you 
informed on dealer activity in any 
or all of the 1,393 shopping centers 
in which daily newspapers are pub- 
lished. When you examine an ACB 
Dealer Tie-in Report you can tell 
at a glance how your dealers are 
promoting your line in comparison 
to that of your competitive dealers. 
Your position in remote towns 
shows up clearly. 


ACB Newspaper Research Reports 
submit rar» on such points as 
. is your advertising too light 
for the job, or, unnecessarily heavy 
are your dealers cooperating 
“pricings” . .. and a multitude 

of other facts from which accurate 


“, .. the home office sure had the ‘low down’ on this dealer situation!” 


ACB Dealer Tie-in Reports enable 
the home office to dirert a salesman 
to where he is most’ needed 
sends the salesman into the dealer's 
store with undisputable local facts 
pertaining to your brand. They 
may be ordered sectionally or na- 
tionwide—periodically or continu- 
ously. Catalog of services sent ex- 
ecutives on request 


Send Today... 


for a 24-page Catalog describing 
and illustrating the 12 helpful serv- 
ices which ACB will furnish to 
merchandisers. Gives 
details of cost, cov- 
erage, list of users, 


538 S. Clark St. ° 
161 Jefferson Ave. Ad 
16 First Street * 


deductions can be made. ete. 


ACB SERVICE OFFICES 


79 Madison Ave. * Phone: Murray Hill 5-7302 * New York (16) 
Phone: Wabash 2-6130 e 


Phone: Sutter 1.8911 «© 


Chicago (5) 
Memphis (3) 
Son Francisco (5) 


Phone: 37-0595 ° 


THE ADVERTISING CHECKING BUREAU, INC. 


Serving a market of more than 
96 ,000 television homes 


ot re station 
EXTENDS !TS COVERAGE! 


With the recent authorization to 

increase its power to 50,000 watts 

E.R.P., WHAS-TV is now covering 
even more of the rich Kentuckiana 
Market .. . 
Bluegrass cities as Lexington and 
Harrodsburg . . 


Indiana markets as well. 


reaching such additional 
. plus important 


Your TV dollar buys more 
on WHAS-TV! 


NEW WHAS-TV MARKET 


KENTUCKY 


FORMER WHAS-TV MARKET 1,030,000 


Population Retail Sales 
1,276,875 $996,710,000 
777,818,600 

246,875 more $218,891 ,400 more 


interconnected 
Affiliate 


VICTOR A. SHOLIS, Director e 


NEIL 0. CLINE, Soles Director 


REPRESENTED NATIONALLY BY EDWARD PETRY AND CO. © ASSOCIATED WITH THE COURIER-JOURNAL & LOUISVILLE TIMES 
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Bs Hayes to Rigidized Metals KVAN Names Bras Manager 
John Haves, formerly in the ad Rickey Bras, formerly advertis- 
» department of Trico Products ing manager of the Chronicle, Cen- 
Corp., Buffalo, has been appointed tralia, Wash. has been named 
assistant ad manager of Rigidized manager of Station KVAN, Van- 
Metals, Buffalo couver, Wash. 


: use FEILMACK 
7 Low Cosr 
: TV FILM SPOTS 


Experienced Advertising Men are amazed 
can give so much for so little! 


that we Let us quote you 
on your next ‘ite ! 


Whatever your film needs 
Filmack can make them! 


8 SECOND 
F FILM SPOTS 
Fy With Audio 


1335 S.WABASH AVE. CHICAGO 
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Along the Media Path 


e A new Business Week survey, 
“Wholesalers as Customers,” re- 
ports on the buying plans, business 
activities and magazine reading 
habits of a group of management 
men in wholesaling. Business Week 
also has a new study on “Manage- 
ment Men in Manufacturing,” re- 
sults of which indicate that men 
in this field are also active in the 
management of many other com- 
panies in various fields of business 


@ Occupations of 1,680 readers of 
the New York Times in 25 Ameri- 
can cities and towns with the same 
name—Springfield—are shown in 
a new survey compiled by the 
Times’ research department. The 
survey shows that more than 20 
out of every 100 Times readers in 
“Springfield, U. S. A.,” are busi- 
ness owners or managers; nearly 


automotive 
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Cleveland Home Inventory 


MAKE OF CAR OWNED 
YEAR OF MODEL 

YEAR BOUGHT 

BOUGHT NEW OR USED 
MAKE PREVIOUSLY OWNED 
NEXT REPLACEMENT CHOICE 
BRAND OF GASOLINE 
BRAND OF MOTOR OIL 
BRAND OF ANTI-FREEZE 
BRAND AND STORE FOR TIRES 
TIRE RECAPPING STORE 


POINT OF MAJOR REPAIRS 


POINT OF GREASE SERVICE 
POINT OF OIL CHANGE 


FREQUENCY OF Oll CHANGE 
PRICE OF MOTOR OIL 


report for 


POINT OF MECHANICAL SERVICE 


FREQUENCY OF GREASE SERVICE 


30 out of every 100 are professional 
people, and nearly 10 out of every 
100 are in the management end of 
industry. 


e Beginning with its January, 
1952, issue, Progressive Architec- 
ture, New York, will add a new 
eight-page editorial section on “In-| 
terior Design Data.” The monthly | 
section will be devoted to a dis-! 
cussion of the problems of the de- 
sign of interiors and to the selec- 
tion of products, finishing materi- 
als and furnishings that compose 
the interior, from the architect’s 
point of view. 


e In an “unprecedented action,’ 
the city council of Lansing, Mich., 
at its weekly meeting on Aug. 27 
paid tribute to Lansing Station 
WILS, congratulating it for re- 


| Income 


cars on 


BRAND AND STORE FOR BATTERIES 


5 - The only daily paper that adequately 
; . _ covers Metropolitan Cleveland 


ceiving a power boost authoriza- 
tion from the FCC—a daytime in- 
crease from 1,000 to 5,000 watts. 


e@ Time has just published “An 
Analysis of the Market for Cor- 
porate Securities Among Upper 
Families,” purpose of 
which survey is to ascertain the 
extent of stock ownership among 
Time subscribers, to determine the 
value of their holdings, the fre- 
quency of their stock purchases, 
the factors influencing such pur- 
chases, their attitudes toward man- 
| agement and their personal char- 
acteristics of age, sex, income, oc- 


| cupation and business position. 


e Kanawha Valley Advertising 
Co., outdoor advertising, Charles- 
ton, W. Va., has published a beau- 
tifully illustrated new presenta- 
tion, “Magic Valley,” which pre- 
sents marketing information about 
| the Kanawha Valley area in West 
| Virginia. 


e Ohio Hometown Newspapers- 
Ohio Weeklies Inc., Cleveland, is 
re-publishing its “Rate & Data Di- 
rectory of Ohio Hometown News- 
papers,” which will include all 
rate changes and similar data since 
the last issue in March. 

e Guy Gannett Publishing Co., 
Portland, Me., publisher of the 
Portland Press Herald, Evening 
Express and Sunday Telegram, 
must know by now that family 
cookbooks can still be good news- 
paper promotion, at least in New 
England. In less than a month, the 
company, in cooperation with 100 
Maine food stores, sold 300,000 
copies. 


e The Daily Oklahoman and 
Oklahoma City Times are distribu- 
ting copies of the booklet, “Pro- 
gressive Oklahoma,” which was 
prepared by the Oklahoma Plan- 
ning and Resources Board. The 
booklet brings up to date the state’s 
history, transportation, industries, 
mineral resources, agriculture, 
livestock, education, recreation and 


| “opportunities.” 


e@ Kalmbach Publishing Co., Mil- 
waukee, is changing the name of 
Trains to Trains & Travel, effec- 
tive with the October issue. Ac- 
companying the title change will 
be an enlarged contents page, in- 
cluding more information ‘on the 


| railroad travel field as well as the 


technology of railroading. The 
publisher says that none of the 
present features will be dropped. 


e A new presentation of Farm & 
Ranch Radio, Stations KX XX, Col- 
by, Kan., and KMMJ, Grand Is- 
land, Neb., uses a primary grade 
primer format to enliven the mar- 
ket data presented therein. It 
utilizes the alphabet block tech- 
nique, from “A” is for “air sales- 
man,” to a rather far-fetched, but 
effective, relation for the letter 
“ye 


Chicago Tribune 
carried a special 14-page section 
on men’s fall fashions, featuring 
news, pictures and related ads. 
Special window posters mailed to 
men’s clothing retailers throughout 
Illinois by the Illinois Men’s Ap- 
parel Club during the 10 days pre- 
ceding the publication of the sec- 
tion featured the slogan, “Dress 
Up for Fall,” and called attention 
to the Tribune’s feature. 


e The Sept. 5 


e Look reports it had the largest 
total net paid circulation of any 
six-month period in its history for 
the six months just closed—Jan- 
uary to June, 1951—3,260,000. 


Cluett Appoints Farmer 

A. R. (Reg) Farmer has been 
appointed advertising manager of 
Cluett, Peabody & Co. of Canada, 
Toronto, succeeding N. K. “Norm” 
Matheson, who has been named 
sales promotion manager with 


| headquarters in Montreal. 
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School; Victor M. Ratner, v.p. of 
sales and promotion, Macy's, New 
York; William M. Werner, v.p., 
New Idea division, Avco Corp.; 
Joseph H. Sheey, head of the anti- 
monopoly bureau, Federal Trade 
Commission; Robert W. Fowler, 
president, Canadian Pulp & Paper 
Assn., and president of Newsprint 
Assn. of Canada; F. Eugene Acker- 
man, president of the Wool Bu- 
reau; and Virgil D. Reed, v. p. of 
J. Walter Thompson Co. 

Also there will be Lansing P 


Shield, president of Grand Union 
Co.; Edwin B. George, economist 
of Dun & Bradstreet; and Brig 
Gen. Robert Ginsburgh, on the 
staff of the Secretary of Defense 

The conference is sponsored by 
the retail trade board, Boston 
Chamber of Commerce, in cooper- 
ation with Harvard University’s 
Graduate School of Business Ad- 
ministration and the Massachusetts 
Institute of Technology. Daniel 
Bloomfield is director of the con- 
ference. 


Breinig Named Pratt A.M. 

Following the retirement of 
Walter P. Werheim, v.p. and ad 
manager of Pratt & Lambert, Buf- 
falo paint manufacturer, Granville 
M. Breinig, merchandising man- 
ager, has been appointed ad man- 
ager. 


Browne Resigns Thomas 

Burton Browne Advertising, 
Chicago, has resigned the account 
of Thomas Electronics, Passaic, 
N. J. No new agency has been an- 
nounced. 


Ball to Grant Advertising 
John M. Ball, formerly resident 
manager of Walsh International 
Advertising Co., Detroit, has been 
appointed executive on the U. S 
Air Force account in the Washing- 
ton office of Grant Advertising 


Parks to T.A.B. Engineers 

Winston I. Parks, formerly oper- 
ator of his own public relations 
agency in Joliet, Ill, has been 
appointed public relations director 
of Technical Advisors, Builders & 
Engineers, Chicago. 


FALL—This is the central point of sale 

display in Canado Dry’s autumn promo- 

tion for sparkling water and related 

foods. J. M. Mathes Inc., New York, has 

scheduled ads in Life, Sunday supple- 

ments and newspapers backing up the 
program. 


Management Men to 
Hear Wage. Salary 
Men, Stuart Chase 


New York, Sept. 11—American 
Management Assn. will open its 
1951-52 conference season with a 
three-day national personnel con- 
ference, Sept. 24-26, at the Wal- 
dorf-Astoria 

The first day will be devoted to 
discussions of wage and salary sta- 
bilization regulations, with speak- 
ers of both government wage and 
salary boards on hand to answer 
questions. | 

Serving as chairmen of the 
three sessions will be Howard L 
Richardson, v.p. of Sylvania 
Products, New York; Charles B. 
Wade Jr., personnel manager, R.| 
J. Reynolds Tobacco Co., Winston- 
Salem, N. C.; and Herbert L. Bills, 
v.p. in charge of industrial rela- 
tions, Acme Steel Co., Chicago. 

The government salary board 
will be represented by Joseph D. 
Cooper, executive director, and 
W. Gordon Hostetter, chief, com- 
pliance and litigation division. 
From the wage board will be Isaac 
N. Groner, acting chief counsel, 
Joseph Goldberg, acting director, 
federal employment division, and 
Mary L. Schleifer, acting chief, in- | 
terpretations and review division. 


' 
es Other speakers and iopics will | 
be: 

Virgil K. Rowland, personnel as- 
sistant, accounting, Detroit Edison | 
Co., who will discuss methods of 
evaluating an executive develop- 
ment method; A. A. Pearson, man- 
ager, training department, Ford, 
Motor Co., who will speak on the 
Ford program of supervisory devel- 
opment; Donald M. Hayes, train- 
ing supervisor, Bayonne refinery, 
Esso Standard Oil Co., who will | 
talk on job training for better) 
performance; A. D. Marshall, as- 
sistant secretary, General Electric 
Co., Schenectady, N. Y., who will 
speak on retirement planning; F. J. 
Bell, director of human relations, 
McCormick & Co., Baltimore, who 
will discuss case studies on the 
same subject; and Charles R. Hook 


Salesmaker to the Central South 


Radio 


Jr., v p., Chesapeake & Ohio Rail- OVI 

way Co., who will talk on organi- Ay (4 Lane (Bog Od WE oss 

zation planning. UD ty CA PX © 
Stuart Chase, economist and so- ae 

cial scientist, and author of the IY) 


recent book, “Roads to Agree- 
ment,” will be the speaker at the 
luncheon session Sept. 26. 


BOSTON CONFERENCE 
SPEAKERS ANNOUNCED 
Boston, Sept. 11—The 23d an- 
nual Boston Conference on Dis- 
tribution, Oct. 15-16 at the Hotel 
Statler, will be addressed by a long 
list of notable business authorities. 
Included among the speakers, 
will be Dr. Robert E. Wilson,| 
chairman of the board, Standard 
Oil Co. (Indiana); James E. Day, 
president, Midwest Stock Ex-)| 
change, Chicago; Prof. Malcolm | 
P. McNair of the Harvard Business | 


i. * 
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it there! 


Harveys. 
Store, uses WSM to talk to 

an area twelve times the size of 
Nashville. That's how Harveys 
became Nashville's largest store. } 


But Only One... 


- entertainers 
that originate 17 network shows each 


Nashville's Largest : 


Stations Everywhere 


with a talent staff of 200 top name 


production facilities 


a loyal audience of millions that 


sets its dial on 650... and leaves 


CLEAR CHANNEL 
50,000 WATTS 


RAVING WauGn Commercial Monager 


fOWaARD PETRY & CO Neotione! Representatves 
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LPR FACS Bees Fee 


When should you advertise? 


The ariswer depends upon your selling problem. 


If you want to rent an apartment, in many cities a 
small ad today will bring in a tenant tomorrow. 
Other short range objectives—like department 
store sales—do very well with some intensive pro- 
motion for a few days before the date. 


But if you want to build a permanent position for 
your company...if you want your products 
thought of by the men who do the buying for 
industry ... your advertising should be regarded 
as a long-range investment. Most of the companies 
which dominate today’s markets started their ad- 
vertising programs many years ago. And _ they 
stuck consistently to the job. 


What significance does that have for a company 
today? 


The advertising and selling decisions made today 
are going to have a profound effect upon the busi- 
ness you do three, five and ten years from now. 


Industrial advertising demands long-range think- 
ing. It should be looked upon as a capital invest- 
ment, because it shows results and pays dividends 
on a long term basis. The advertising program can- 
not, of course, ignore immediate problems . . . but 
it is highly important that it tie in with future 
sales goals. 


Take a moment to visualize the next ten years. 
Regardless of developments in world affairs, 1960 
will see a greatly expanded economy. There will be 
18.000,000 more people and 5,400,000 more fami- 
lies. Yearly spending for capital equipment will 
increase by $5.700,000,000. Annual machinery 
sales will be up $7,900,000.000. Yearly income 
after taxes will soar $60,000.000.000 higher than 
today. Annual sales of iron and steel products will 
increase by $12, 100,000,000. 


There will be more of a market for every business. 
But the companies which dominate this market 
will owe their positions to the work they did in 


1951... and 1954... and 1957. 
In INDUSTRY, the time to advertise is NOW. 


= PENTON foun? 


PENTON BUILDING e CLEVELAND 13, OHIO 
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Advertising Age 


Feature Section 


eet ae 


Allergic to Facts? Woolf Asks 


Formula for Mail Order Pay-Off 


Layout for Copywriters 


Comics Book Tackles Inflation 


The Use in Advertising of Postage Stamps, Coins, 


U.S. Securities, Internal Revenue Stamps 


The National Better Business Bureau, 
Chrysler Bldg., New York, has issued the 
guide to the use in advertising of postage 
stamps, coins, etc., which is reprinted in 
full tert here. The new report is based 
on recent changes in the law. 

1. United States and foreign postage 

stamps may be reproduced in black 
and white under certain limited condi- 
tions in advertising for philatelic pur- 
poses by legitimate dealers in stamps 
and publishers of and dealers in phil- 
atelic and historical articles, books, 
journals and albums. 

Illustrations of United States and for- 

eign coins for advertising purposes are 

permitted. 

Reproductions in the similitude of 
United States obligations and securities 
is prohibited except as offically author- 
ized; illustrations of United States Sav- 
ings Bonds are permitted only when 
made or used for publicity purposes in 
connection with Savings Bonds Cam- 
paigns. 

4. Reproductions of internal revenue 
stamps in advertising has been author- 
ized only in case of cancelled stamps 
on legal documents. 


Postage Stamp Illustrations 

The Treasury Department has advised 
this Bureau that: 

“With respect to the use of illustra- 
tions of United States postage stamps, 
title 18, U.S.C., section 504 (b) and the 
regulations issued thereunder, permit 
black and white illustrations of United 
States postage stamps for philatelic pur- 
poses under certain conditions. No regu- 
lations have been issued to permit the 
use of reproductions in the similitude of 
United States stamps in connection with 
advertising and such use is considered 
prohibited by title 18, U.S.C., sections 
8 and 474.” 

If illustrations in black and white of 
U. S. postage stamps are printed, for 
philatetic purposes, in articles, journals, 
books, newspapers or albums, including 
the circulars or advertising literature of 
legitimate dealers in stamps and publi- 
shers of and dealers in the above publi- 
cations, these illustrations must be of a 
size less than three-quarters or more 
than one and one-half, in linear dimen- 
sion, of each part of each stamp. Black 
and white illustrations of foreign postage 
stamps may be printed without restric- 
tion as to size but, as in the case of United 
States postage stamp illustrations, only 
for philatelic purposes in articles, books, 
journals, newspapers, or albums, includ- 
ing the circulars or advertising literature 
of legitimate stamp dealers and publish- 
ers or dealers in these publications. Both 
cancelled and uncancelled United States 
postage stamps may be printed in the 
above mentioned publications provided 
such illustrations are also less than 
three-quarters or more than one and one- 
half, in linear dimension, of each part of 
each stamp. As previously noted, repro- 


duction of stamps in advertising is pro- 
hibited with the sole exception of the cir- 
culars and advertising literature of stamp 
dealers and publishers in philatelic and 
historical articles, books, journals and 
albums. 


Stamps Other Than Postage Stamps 

With respect to U. S. stamps other 
than postage stamps, title 18, U.S.C., 
section 504 (a) authorizes the printing 
for philatelic purposes in articles, books, 
journals, newspapers, or albums (includ- 
ing the circulars or advertising litera- 
ture of legitimate dealers in stamps or 
publishers of or dealers in philatelic or 
historical articles, books, journals, or al- 
bums), of black and white illustrations 
of such portion of the border of the stamps 
as may be necessary to show minor dis- 


tinctive features, but all such illustra-, 


tions must be at least four times as large 
as the portion of the original stamp so il- 
lustrated. 


Reproducing Coins in Advertising 

Section 171 of the Criminal Code 
(U.S.C., title 18, section 285) which pro- 
hibited the reproduction in advertising 
of United States and foreign coins, has 
been superseded by title 18, U.S.C., sec- 
tion 489, as amended by section 3 of the 
Act of July 16, 1951, Public Law 79, 82nd 
Congress. Title 18, U.S.C., section 489, 
as amended, provides: 

“Whoever, within the United States, 
makes or brings therein from any foreign 
country, or possesses with intent to sell, 
give away, or in any other manner uses 
the same, except under authority of the 
Secretary of the Treasury or other proper 
officer of the United States, any token, 
disk, or device in the likeness or simili- 
tude as to design, color, or the inscription 
thereon of any of the coins of the United 
States or of any foreign country issued as 
money, either under the authority of the 
United States or under the authority of 
any foreign government shall be fined 
not more than $100.” 

It will be noted that, under this statute, 
printed illustrations of United States and 
foreign coins for advertising purposes are 
no longer prohibited. 


Use of U. S. Securities’ or Obligations 
Title 18, U.S.C., Section 474 prohibits 
making any photograph, print, or impres- 
sion in the likeness of any obligation or 
other security of the United States, or 
any part thereof, except under authority 
of the Secretary of the Treasury or any 
proper officer of the United States. The 
term “obligation or other security of the 
United States” is defined in title 18, 
U.S.C., section 8, which provides: 
“The term ‘obligation or other secur- 
ity of the United States’ includes all 
bonds, certificates of indebtedness, na- 
tional bank currency, Federal Reserve 
notes, Federal Reserve bank notes, cou- 
pons, United States notes, Treasury notes, 
gold certificates, silver certificates, frac- 


tional notes, certificates of deposit, bills, 
checks, or drafts for money, drawn by or 
upon authorized officers of the United 
States, stamps and other representatives 
of value, of whatever denomination, is- 
sued under any Act of Congress, and 
cancelled United States stamps.” 

A prohibition against advertisements 
in the likeness or similitude of United 
States obligations or other securities is 
contained in title 18, U.S.C., section 475. 
This section has recently been amended 
by Public Law 79, 82nd Congress, which 
added an additional prohibition against 
the attachment of advertising stickers on 
coins. Title 18, U.S.C., section 475, as 
amended, provides: 

“Whoever designs, engraves, prints, 
makes, or executes, or utters, issues, dis- 
tributes, circulates, or uses any business 
dr professional card, notice, placard, cir- 
cular, handbill, or advertisement in the 
likeness or similitude of any obligation 
or security of the United States issued 
under or authorized by any Act of Con- 
gress, or writes, prints, or otherwise im- 
presses upon or attaches to any such in- 
strument, obligation, or security, or any 
coin of the United States, any business 
or professional card, notice, or advertise- 
ment, or any notice or advertisement 
whatever, shall be fined not more than 
$500.” 


U. S. Savings Bonds 

Regarding the use of illustrations of 
United States Savings Bonds in connec- 
tion with commercial advertising and edi- 
torials, the Treasury Department recently 
advised that 31 CFR (Code of Federal 
Regulations), 405.1 provides: 

(a) Authority is hereby given to make, 
hold, dispose of and use for illustrations 
of War Savings Bonds and War Savings 
Stamps for publicity purposes in con. 
nection with the campaign for the sale 


G. D. Crain Jr. Says... 


of War Savings Bonds and Stamps: Pro- 
vided, that illustrations of stamps are of 
a size less than three-quarters or more 
than one and one-half, in linear dimen- 
sion, of each part of such stamp 

“(b) The making of any reproduction 
of a War Savings Bond cr stamp in any 
manner or in any form other than as 
provided in this part is not permitted.” 

The Treasury Department states: 

“You will note that illustrations of 
Savings Bonds are permitted by the reg- 
ulations only when made or used for 
publicity purposes in connection with 
Savings Bond campaigns. Illustrations 
of Savings Bonds in advertisements aid 
editorials would appear to be authori 
when they comply with this criteri 
Illustrations of Savings Bonds solely 
private commercial purposes, howevér, 
would not be au‘horized by the reull 
tions.” : 


Reproduction of Internal 
Revenue Stamps 

Internal revenue stamps, as they @ 
pear on packages of tobacco, bottles 
alcoholic beverages, etc., may not be 
produced in advertising. On this subj 
the Treasury Department stated: 

“With respect to illustrations of s 
tax stamps, title 18, U.S.C., section 4 
prohibits printing, photographing, 
making any engraving, print, photogra 
or impression in the likeness of any + 
curity of the United States or any pa 
thereof, except under authority of the 
Secretary of the Treasury. Title 18, 
U.S.C., Section 8, defines stamps and 
cancelled stamps as securities of the 
United States. 

“The reproduction of Internal Revenue 
stamps has been authorized only in sit- 
uations involving cancelled stamps on 
legal documents.” 


_ aes 


Are Minorities Too Articulate? 


One of the wonderful things about the 
United States of America is that minori- 
ties are respected and their freedom of 
speech protected. Even though majority 
decisions determine policies, the minority 
point of view can be and is usually ex- 
pressed without restriction. 

This is important to the individual, 
since everyone who belongs to a special 
group—whether in business, social, labor, 
racial or religious activities—is at times 
required to represent a minority point of 
view in the discussion of subjects of gen- 
eral public concern. 


@ It is to be doubted, however, whether 
minority groups, especially those repre- 
sented by associations purporting to speak 
for the whole body, always use good 


judgment in presenting their points of 
view, especially when this involves at- 
tacking something which appears to be 
entirely innocuous to most other people 

For example, a petroleum company re- 
cently received vigorous protests from 
trucking interests because in a radio pro- 
gram featuring tourist information a sta- 
tion attendant was made to recommend 
a route “with no truck traffic.” While 
this may have annoyed the official spokes- 
men of this industry, it is certainly true 
that the information was the kind which 
the average tourist would want, and that 
it was given with that thought in mind, 
and not to slap an important consuming 
industry in the face. 

Another instance of a minority group 
possibly doing a disservice to its consti- 
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product. Those words are what sell Hada- 
col—not his galaxy of movie, sports, and 
vaudeville stars. 

And would you agree that gasoline is 
as interesting and important as a house- 
hold polish? Take a look at the full-page 
ads—long, long, LONG copy—that busted 
open city after city for Harold Schafer’s 
Glass Wax. And if you want to go back 
a decade or so, look again at Claude Hop- 
kins’ “film on teeth” copy for Pepsodent, 
and his hard-hitting “No Rim-Cut—10% 
Oversize” double-page spreads for Good- 
year tires. Or look at the recent double- 
truck in Life, jammed with reason-why 
copy, on Williams shaving products. 


e@ Would you say that a man’s shave is 
much closer to his heart than the per- 
formance of his car? Wouldn’t you say 
that. as against the beauty of the male 
facial skin, the power of his car’s motor 


Tips for the Production Man... 


is at least half as important? The Ethyl 
technical bulletin says that “as combus- 
tion chamber deposits increase, the great- 
er the tendency to knock.” That ought to 
be as interesting as anything I find in the 
Williams double spread about the skin. 
To repeat, I have no quarrel with Stand- 
ard Oil Co. (Indiana). But I don’t under- 
stand advertising that is utterly unin- 
formative. Nine of ten service station at- 
tendants are inarticulate about Ethyl. Ad- 
vertising is, potentially, Ethy!’s most elo- 
quent mouthpiece. Chewing gum? Candy 
bars? Lifesavers? Soft drinks? Cigarets? 
Sure, make ’em smile. But Ethyl anti- 
knock compound (a very impressive 
name) is something else again. Here, 
surely, is one product that cannot tell its 
important story through the device of 
“possums and blossoms!” 
Perhaps I shouldn’t have mentioned 
cigarets. That’s another story, and a sad 
commentary on modern advertising. 


This Is New: Layout for Copywriters 


By KENNETH B. BUTLER 


A copywriter friend of mine has an 
idea. That’s normal, because copy men 
are supposed to be bursting at the seams 
with ideas. But his is different. He claims 
that a copywriter needs to know some- 
thing about layout in order to write an 
ad that provides opportunities for the art 
department. 

He is putting his thoughts into words 
in the form of a series of magazine arti- 
cles which he calls “Layout for Copy- 
writers.” I’ve read the first two and 
they’re good. Good layout imposes rules 
for the copy man, he insists, and calls for 
complete integration of form and content. 
He says the copywriter, in developing a 
theme, should judge his ideas as critically 
for their layout potential as for their copy 
potential 

Good copy should also be good layout. 
But, says the author, while the copywriter 
has full right to pick and choose, elimi- 
nate or revise, the layout man must usual- 
ly take the material given him and try to 
make a respectable layout out of it. Un- 
less the copy is good layout, the layout 
will not be good copy. 

The suggestions made in these “Layout 
for Copywriters” articles are simple, spe- 
cific, concrete. The first article, for in- 
stance, deals with what the human figure 
(the author seems to lean to the form di- 
vine) can contribute to good layout. The 
frame of a dame, my friend claims, is an 
ideal vehicle if she is relevant to the copy 
story. That much I knew, but I never 
gave much thought to his contention that 
the smooth-flowing lines of outline fig- 
ures are excellent directional lines that 
carry the eye through the elements of the 
ad. 

He also convinces me that repetition 
of illustration serves to reduce elements 
by sticking to a related idea. Thus the 


Employe Cemmunications ... 


copywriter will, in his copy, stick to re- 
lated ideas and therefore put over his 
story more effectively. 

The best copy rule, he says, is not to 


NOTE TO COPYWRITERS—For good layout, 
there’s nothing like the frame of a dame. 
Copywriters need to know about layout, 
it is argued, and a pretty damsel is good 
layout always and good copy often. 


see how much you can get into your ad, 
but how much you can leave out and still 
put over the idea. 

This review is of interest to production 
men because it illustrates the point that 
you can always do your job better if you 
take the time to learn a little something 
about the other fellow’s job. The copy- 
writer will write better ads if he under- 
stands good layout. The production man 
will do a better job if he understands 
something of both. 


A Comics Booklet Tackles Inflation 


By Rosert NEwcoms AND Marc SAMMONS 

By this time an impressive percentage 
of the employed people of the nation 
have had a chance to look over a comics 
book designed to make the dangers of 
inflation easy to understand. Anyone who 
has tackled the problem of describing in- 
flation to employes knows that this feat 
is not accomplished between stops on the 
subway. 

The comics book is called “How Stalin 
Hopes We Will Destroy America.” The 
authors of this particular department 
maintain a careful watch over the des- 


tinies of Dick Tracy and Smilin’ Jack, 
but do not pose as experts and cannot 
say whether the Stalin booklet is good 
cartooning or not. But we can report from 
the production fronts of a lot of fac- 
tories, where we spend a lot of our time, 
that the boys in overalls think it’s a 
mighty good job. Not only are employes 
soaking up the fairly obvious message, 
but so are the wives and the children. 
The booklet is done in a lingo the shop 
people understand. 

A bag manufacturer can take a nod 
for this one. Bemis Bro. Bag Co., with 


headquarters in St. Louis, shares the view 
with many other concerns that inflation 
is one of the greatest personal and na- 
tional dangers. 

Bemis takes the stand that if more peo- 


ple understood the real causes of infla- 
tion, and had a clear view of the rem- 
edies, a grave threat to national security 
could be slowed down and finally 
stopped. For these reasons, Bemis has 
supported the production and distribution 


75 


of the booklets. The company has picked 
up the tab for three full pages in Time 
in order to promote the sale of the book- 
lets in bulk lots to companies, and has 
scattered ads heavily throughout the bus- 
iness press. In addition, Bemis has cir- 
culated the bigger business mailing lists. 


@ Before embarking on these large scale 
promotions, Bemis hustled in the Psycho- 
logical Corp. to check reactions of em- 
ployes, and Dr. Link’s folks reported that 
“workers exposed to the booklet were 
found to have a significantly higher ap- 
preciation of the recommended ways to 
stop inflation than did the workers who 
did not see the booklet.” Details of the 
check are available upon request to the 
company. The booklet was printed and is 
distributed by Pictorial Media Inc., 205 
E. 42nd St.. New York 17, and is under 
the special supervision of R. F. Smith, 
who'll be glad to tell you more about it. 
The cost per copy is reasonable. 

This department looks with a cold eye 
on much of the syndicated stuff that com- 
panies pick up for employe distribution. 
Most of it won't flicker an employe's eye- 
lash. But this little nifty on Stalin and 
his skullduggery has something. 

If your company, or your client, hasn't 
looked this one over, now’s a pretty good 
time. If you have any special questions, 
P. L. Wheeler of the general personnel 
department of Bemis, at 408 Pine St., St. 
Louis 2, will be glad to answer you 


Mail Order and Direct Mail Clinic... 


Try This Formula to Determine Pay-Off 


By Wuirr NortHMorE SCHULTz 

How do you know if a mail order ad- 
vertisement is paying of,? 

How can you determine when your 
flyer, catalog, or some other mailing piece 
is showing a profit? 

A group of mail order men were chat- 
ting about these two problems the other 
day ana after their discussion they devel- 
oped a formula which makes sense and 
answers these two basic questions. 

Here's the formula: 

1. Take gross sales. 

2. Subtract from gross sales the cost 
of merchandise sold from the ad or mail- 
ing piece. 

3. From the figure you get after taking 
step No. 2, subtract the total cost of the 
advertisement, or mailing piece, includ- 
ing production costs, cost of cuts, printing, 
etc. 

4. From the total remaining after step 
No. 3 of the formula, subtract overhead— 
a certain percentage of gross sales. The 
overhead figure, of course, varies with 
each company. 

5. Now, the total remaining, after fol- 
lowing the four steps listed above, shows 
net profit, or loss. 


The Eye and Ear Department... 


Here’s how the formula looks in cold 
figures: : 


_ 

- 

$1,000 Gross Sales é 
—500 Cost of Merchandise : 
500 3 
—100 = Cost of Advertisement H 
400 : 
—200 Overhead. (Here, for example, 4 
20% of gross sales, which includes : 

postage. shipping materials, light, : 

heat, salaries, etc.) ? 

Net profit on the $100 ad i 


$200 

That advertisement did well under the 
formula. For the $100 advertising cost 
$1,000 gross sales resulted, and a $200 ne€ 
profit was realized, after allowing for 
merchandise cost, ad cost, and overhead, 
® Thus, if you put this formula to work 
for you, you can see how your advertising 
is doing. : 

If you can buy your merchandise at the 
best discount, keep overhead down, ad- 
vertise in proved media with effective ads, 
you'll make a profit, under this rigid for- 
mula, that keeps you from kidding your- 
self on mail order returns. 

Try this formula on the results of your 
next direct mail promotion, or on your 
next mail order ad. It'll bring enlighten- 
ment and help keep you on the mail order 
profit beam. 


Absolutely Free 


Public Relations, as some of you may 
have gathered by this time, consists to a 
large extent of arranging to get free space 
or time for a set fee—instead of paying 
outright for it and having the publication 
or the radio or TV station give your agen- 
cv a 15% commission. 

Anyway, one of the new angles of pub- 
lic relations—especially insofar as tourist 
travel is concerned—is to take a color film 
of your particular vacation resort and 
then get it on five or ten minutes of TV 
time free. Of course, when it appears on 
TV, it is not only not in color, but it isn’t 
even in black and white. It winds up look- 
ing not unlike a paper napkin after a 
child has used in on a mouthful of Ritz 
crackers, peanut butter and blackberry 
jam. 


Barbados, transmitted in black and white 
from color film, doesn’t look like much of 
a place to visit. Yet it is entirely possible 
that when the Barbados Tourist Commis- 
sion—or whatever it happens to be called 
—sees its film not only on TV, but for 
free, it gets a deep thrill of gratification, 
like winning a Kewpie doll on a spin of 
the wheel at a carnival. 

Nevertheless, this particular activity is 
in full swing right now. So, if you hap- 
pen to see something on your TV screen 
you can’t quite make out, you can rest as- 
sured it’s a color film, transmitted in 
black and white, of some far away place 
—and some public relations counselor will] 
be sending in a report on its transmission, 
because he got the time absolutely free. 


i : UD jah 
Pigs” 
ee 
ee = i 
Bree 
Pry Map 
wie 
E. 
tee 

4 
ae 
ue > qare 

2 oi age 

ry 

now $7 > ae 

eee 
. pe 
we witt | as 
ed 
. = « ae ‘ae 
x gs,” 
a Fe an P ed 
Me ier, We oF Ad fe a 
io t- “l . ae ; oes 
pig e!_. en 

“Fe en : = gee 
, a Ts 4 yt 
y pee + i eae 

- lope a Pa) saa 
° s, io Mi nite oe 
" a 2. pee a Bc: + 
1 a x 4 * “ Sata 
.  £< - ty 
a €& “ee 2a ¢ 

. bs tr * pet Ae Ry 2 
. Seay wp ; i. ro a 
7S ,-4 a az 
ee ae oe 
y SS ie. i " ot ee 
nae vor Syl 
, yt 
Ba 
ae 

bats oe 

Ty re 
es 
| aes 
. etl 
iB ‘es 
Rn Pr : ES, 
t, : ba, < 
“eS ‘ ee x 
me for glamour +e a , rae 
ers =~» - 8 ea x 
ne” + ‘hed a 

. 2 na tis 
* ; gi. . 4 . % 
> 6 oe nws. a 4 Py 
im and amour a“ oe ee ves 
“ ss % ea 
> - 5 sh M 
7 a, ee 
~~. S.A Pe = 4 ea: 
J a ay Pie fad Pd ee Sash “ (es ae 
: aba) : : as bis * » Faw 4 kay 
. foe! a ae * cy’ 

. 2 ~he ~ “ ‘ Bue 

er ee ee eae 
es ‘eh 
_..there’s nothing like o Jantzen! d igh i “a 
7 = saa 2 ee 
ae - es 
4 . . soe - a a 
liioeees 5 ies 

4 ‘pas 
zai 

an 
eho 
| Ate 
ry 
“righ 
ack, 
. gaa 
Beat 

ee 
Erie 
rg hk 
beaak 
Ve 
: x we 
ra hag 
< ae 
es 
Psa cs 
ert 
dies 
hos? 
SD Ss 
an 
ee 
ee 
ee oy 
imine smnanignennentmane: mil 
‘ee 
ee 

Beane 
me 

aes 
1 eis 
. See 
’ » oe 
sige : 
pas 

i 
er 
ep 
ee 
soe § 
ae 
wate 
GAS, 
; aes 
Spel 
Poy att 
— — —_ ee: 
ha bes.” ota ad ad ae ae ~ ant: ‘ uh io ba = i : : ap. . ie di 
woe ee Ae ey, . SN RE io. - ad ee ee ees I oo ie 


/ 
% 


Dodie ioe 3 


opin. 


A I At A ARR tn 


76 


Fashion Magazines Compete Strongly 
for Their Share of Fashion Business 


By LAWRENCE BERNARD 

New York, Sept. 12—This 
month, now that the first fall fash- 
ion promotions have been intro- 
duced, the normally hectic mid- 
town 7th Ave. section becomes 
even more so, as the city’s top 
manufacturing industry moves in- 
to seasonal high gear. 

The streets are even more 
choked with trucks, taxis, hand 
trucks and private cars. Sidewalks 
are filled with manufacturers, job- 
bers, salesmen, models and buyers, 
all in a furious rush. Many of the 
industry’s 300,000-odd employes 
are putting in overtime to make 
up for workless days and weeks the 
past few months. And the industry, 
whose estimated value of manu- 
facturers’ sales of apparel and re- 
lated products in 1950 was $10,478,- 
000,000, will be all out to better 


that figure. 

Chances that last year’s figure 
will be topped are excellent, be- 
cause in 1950 fashion goods were 
playing second fiddle to scare buy- 
ing of durable merchandise. Virtu- 
ally all apparel goods were making 
a poor showing then. 


@ Fashion is the keynote in the 
industry’s seasonal cycles. Accord- 
ing to Publishers Information Bu- 
reau figures, last year the indus- 
try (which in PIB’s classification | 
includes apparel, footwear and ac- 
cessories) spent $41,656,189 for ad- 
vertising. This was a drop of more 
than $3,000,000 from the 1949 ex- 
penditure, which in turn was near- 
ly $6,000,000 less than was spent 
for apparel advertising in 1948. 
This year, though, the picture 
looks brighter. Latest PIB reports 


on magazine advertising revenue | 
for the first six months show that 
the five fashion magazines— 
Charm, Glamour, Harper’s Bazaar, 
Mademoiselle and Vogue—regis- | 
tered the second highest increase | 
of any group in PIB's classifica- | 
tions (AA, July 9). 

While revenue in general was up | 
8.7% over 1950, the fashion group 
registered a gain of almost 17%,/| 
second only to the six business 
magazines measured. 


| 


s What is fashion, and for that 
matter, fashion advertising? In 
putting this piece together, ApvEerR- 
TISING AGE has spoken with count- 
less fashion experts, but no two 
came up with the same definition. 

Oscar Wilde once said, “Fashion 
is a form of ugliness so intolerable 
that we have to alter it every six 
months,” which explains the think- 
ing of the bard who opined that 
“the fashion wears out more ap- 
parel than the man.” 

Then there is Grey Advertising, 
which declares: “Fashion is the 
appeal that makes women buy, no 


~ ACCOUNT 


EXECUTIVE: 


Don’t miss this whopping opportunity to build 
DRUGSTORE SALES tor your ctients! 


It’s a new plan on Philadelphia's 50,000-watt KYW.. not just a program, but a 
complete plan that includes advertising, merchandising, distribution. It’s a single 
package that enables you to give your client results far greater than agency serv- 


ice usually provides! 


With participations on KYW’s “Feature Drugs” Plan, you get not only a 
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EDITORIAL TECHNIQUE—This unusual color spread, scheduled for fall in seven 

fashion magazines, is hard to distinguish from editorial copy. Cohn-Hall-Marx Co. has 

deliberately underplayed the trademark name, Cohama: The ad is typical of that 

group of fashion advertisers who believe that the fashion magazine reader reads for 

ads as well as editorial matter and is therefore content in not being readily able to 
distinguish between the two. 


matter what the product. Anything 
that women buy in large groups 
becomes fashion”—be it shirts, 
groceries or wallets. 

Along the same broad lines is 
another definition which is about 
as close to being specific as one 
might get. The Associated Mer- 
chandising Corp. committee report 
on “The Significance of Fashion 
Leadership to Our Stores,” said: 
“Fashion is a conception of what 
is currently appropriate.” It goes 
on to say: “Fashion is not neces- 
sarily high fashion, the latter be- 
ing the expression of a limited 
number of people with above 
normal means or taste to enjoy it. 
Mass fashions are the most widely 
accepted versions of high fashion 
trends.” 

Because it’s literally impossible 
to differentiate between a fashion 
ad and an apparel or accessory ad, 
the following PIB figures on me- 
dia used for advertising come un- 
der the heading of apparel, foot- 
wear and accessories. 

Advertising expenditures in 


weeklies and bi-weeklies, 1947 
through 1950, were: 
EE eaanseswauiestessacesscucad $15,908,046 


ee - $18,450,348 
1949 - $15,514,707 
1950 - $15,057,875 


In the tive fashion magazines 
advertising totaled: 


Dl dcedceniveuisieeasennsined $13,377,107 
1948 $12,079,270 
1949 $10,723,733 
1950 ...$ 9,607,597 


Next nearest apparel caviegory 
is the women’s magazines, where 
the expenditure totals have been: 


_, Jere ‘ $7,274,887 
1948 $3,188,146 
1949 ... . oupehen $7,588,959 
Se wahnex earbecs . $6,941,610 


gw These three magazine categories 
account for about 75% of national 
apparel advertising. The rest goes 
into all other magazine groups 
classified by PIB. 

The foregoing lists expenditures 
for both men’s and women’s ap- 
parel. A further breakdown into 
the dollar expenditure for women’s 
apparel advertising alone paints 
a different picture: Year for year, 
the money spent in PIB’s fashion 
magazine classification is at least 
double the fashion advertising dol- 
lars of any other classification. 

The following figures, on wom- 
en’s apparel advertising, go back 
to 1948. PIB does not have a com- 


popular radio show, but all these other advantages too: 


POINT-OF-SALE CONTACT.. handled by a group of people who know drug- 
store merchandising from A to Z. This group actually takes orders, builds dis- 


tribution in both chains and independents. It’s actually a strong reinforcement 
for your client's field force! 


PIN-POINT PROMOTIONS in leading stores. Your client is guaranteed cooperation 
at the retail level.. plus distribution of literature and samples at store promotions. 


REGULAR REPORTS with on-the-spot information on distribution, out-of-stock 
conditions, package visibility, shelf positions, competitive situations, rate of sale, 
and specific promotional activity. 


This, in brief, is the package.. and it can be yours on a station with such a 


responsive audience that some shows draw a bigger mail-count than the entire 
number of listeners (according to surveys!). Get details now from KYW or 


Free & Peters. 


PHILADELPHIA 
50,000 WATTS 
NBC AFFILIATE 


Westinghouse Radio Stations Inc 
WBZ e WBZA ¢ KDKA e WOWO « KEX ¢ KYW ¢ WBZ-TV 


National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spor Sales 


RADIO—AMERICA’S GREAT ADVERTISING MEDIUM 


tive jobbing! 


in the field! 


New York 


THE ONLY PUBLICATION 
EXCLUSIVELY FOR AND ABOUT 
AUTOMOTIVE JOBBERS! 


@ Edited by men who know automo- 


@ Read regularly by all established 
jobbers and their salesmen! 


@ Carries by far the most advertising 


Jobber lopics 


ONE OF AMERICA’S GREAT TRADE PAPERS 


THE IRVING-CLOUD PUBLISHING COMPANY 
Chicago 


i aeeiata theaters 


Cleveland 
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TIE-IN—Charm points to this tie-in be- 
tween Remington Rand and L’Aiglon Ap- 
parel as an example of good advertising, 


without the frills, channeled straight to — 


the potential buyer. 


parable breakdown for the pre- 
ceding years (1951 figures are for 
January through June). 

Fashion Magazines 


1948 $11,978,164 
1949 $10,454,776 
1950 . $ 9,338,430 
1951 $ 5,436,224 
Weeklies and Gi-Weeklies 
1948 ; $4,663,161 
1949 ... $4,173,436 
1950 . $4,234,141 
1951 $2,442,241 
Women’s Magazines 
1948 : . $5,428,845 
1949 $5,213,178 
1950 $4,302,144 
1951 $3,423,481 
Movie-Romance-Radio 
1948 $1,304,303 
1949 $1,047,051 
1950 $ 970,010 
1951 . $ 609,002 


s It is interesting to note that well 
over 50% of the women’s “fashion” 
advertising in weeklies and bi- 
weeklies runs in Life, which, has 
earried about $3,500,000 in ‘this 
classification for the past three 
years, and will probably approach 
$4,000,000 this year, on the basis 
of its first-half total of $1,901,739. 

Look, with a women’s apparel 
ad income of $203,530, is the near- 
est competitor to Life for the first 
six months of this year. Last year 
The New Yorker was in second 
place in this category, with slightly 
over $300,000. 

In the women’s magazine classi- 
fication, Good Housekeeping and 
Ladies’ Home Journal between 
them accounted for more than half 
of the seven magazines, carrying 
more than $2,500,000 in this cate- 
gory in 1950. And in the movie- 
romance-radio field, True Story 
Women's Group accounted for the 
largest percentage in 1950, with 
revenue of $216,369. 

The fashion magazines 
often been described as the “trade 
books” of the general magazine 
field, a designation which they may 
not like, but which they meticu- 
lously strive to fulfill. 

All the fashion books do inten- 
sive and extensive merchandising 
promotion for their advertisers. 
This takes the form of fashion 
showrooms for buyers, fashion 
shows, editorial travelers check- 
ing on distribution, broadsides and 
previews to the nation’s retailers, 
and numerous other merchandis- 
ing and promotional gimmicks. 


have 


es The fashion people have also de- 
cided that if the weeklies can raid 
their potential advertisers-—as they 
do—there’s no reason why the 
troops can’t march both ways. 

Example: Vogue goes after a 
group which it calls non-fashion 
advertisers, and through good ideas 
and well planned tie-in promotions 
it gets ads from companies like 
the Santa Fe railroad, Sanka cof- 
fee and Old Gold cigarets. Columns 
of free newspaper mentions, not 
usually available through a 
straight ad, are offered as extra 
inducements. 

Example: Since Helen Valen- 
tine took the editor’s chair in 
August of last year, Charm has 
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| been evolving into a fashion serv- 


ice magazine, with emphasis on 
the service. To Charm this means 
homemaking and service features, 
fiction, appealing to the woman 
who works rather than the house- 
keeper, and, for the future, plug- 
ging for advertising in the quick- 
fix food and home furnishings 
fields. 


And there are other examples. 


s Newspapers also have a fashion 
story to tell, but generally speak- 
ing it has not been too well told. 
Aware of this, the Bureau of Ad- 
vertising of the American News- 
paper Publishers Assn. has just 
organized a fashion advertising 
group to make a special drive for 
some of those fashion advertising 


dollars in the dailies. 

The bureau estimates that 95% 
of all retail stores use newspapers 
but hasn't come up with any fig- 
ures on what percentage of na- 
tional fashion advertisers do like- 
wise. In fact, the following figures, 
showing national newspaper fash- 
ion advertising, are not too valu- 
able for purposes of comparison, 
because they are not specific 
enough, but they do demonstrate 
that newspapers could do a lot 
better in the national fashion field. 

National Newspaper Fashion Advertising 
Number of 


ber 
Accounts 
1947 233 No figure available 
1948 147 $8,681,000 
1949 185 $6,372,000 
1950 113 $6.240,000 


The bureau pitch for fashion ad- 
vertisers will follow its “all busi- 


ness is local” drumbeat, fortified 
by apparel charts which show that 
what sells in Boston in April 
doesn’t sell until] June in Seattle. 
Therefore, says BofA, why take 
out-of-season ads in a magazine 
which will only reach 10% to 11% 
of the local families, when an in- 
season newspaper ad will reach 
90% of the local families? 

For the above reasons, Bureau 
of Advertising representatives are 
discouraging apparel broadsides 
from the advertiser’s home office. 
Instead, member newspapers are 
being supplied with sales ammuni- 
tion with which to bombard local 
retail outlets. 


@ This is an uphill battle but one 
of the biggest aids will be the fact 
that newspapers, editorially speak- 


77 


ing, have become increasingly 
fashion-conscious through the 
years. 

Women’s Wear Daily, for ex- 
ample, recently said: “It’s signifi- 
cant to think back 10 or 12 years 
to realize the long way we've come 
in the dissemination of fashion in- 
formation to newspaper readers. 
Used to be, as many of us can re- 
call, that the consumer's chief 
source of fashion news consisted 
solely of the monthly fashion mag- 


JUST ASK FOR MARIE: 


Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph. mimeograph, addressing or 
mailing job. Quick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced perwene, charges 
always in line. THE LETTER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5 


(Now in our 23rd successful year.) 
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azines, with perhaps a bow to the 
service magazines... But increas- 
ingly the newspapers themselves 
came to appreciate the untapped 
resources of fashion advertising. 
“The woman's page editor, who 
frequently had been waging a 
rather feeble battle against the 
encroachments of recipes, patterns, 
love life features and flower ar- 
rangements, began to get a little 
more leeway in reporting fashions. 


e “Now the great metropolitan 
newspapers all over the country 
regard fashion news, particularly 
with a local tie-up, as elementary 
in the program for any well 
rounded service to women readers. 

“The editors are permitted, in 
some cases encouraged, to cover 


SIGHS OF LONG LIFE™ 
POR QUANTITY BUVERS 
THE ARTKRAFT® SIGN CO. 


L | etanmecarts 


Sere Be Yt he OF 


local sources for fashion news 
and occasionally to cover major 
markets, individually or on group 
junkets. In the ever-growing 
struggle for space, which is the 
bane of any newspaper reporter, 
it’s less and less the fashion materi- 
al which is pushed aside. 

“Big newspapers prepare peri- 
odic special sections on fashions. 
Sometimes they stage fashion 
shows of their own. The interest 
never seems to diminish, indeed, 
merely by the mass of material 
which becomes available, consum- 
er interest tends to increase.” 


@ The last paragraph refers to, 
among others, the tremendously 
successful annual promotion, Fash- 
ions of the Times, sponsored by 


the New York Times, the biggest} 
| wearing apparel linage newspaper 


in the country. 

The special “Fashions 
Times” magazine 
came out Sept. 
lines of wearing apparel advertis- 


of the 
section which 


ing and employed editorial color 


for the first time. 


9 carried 44,795 | 


> 
' 


This advertisement ran in this publication last April. It is repeated 
with corrections which reflect increases of the past four months. 


His Sponsors Alone 
Make a Sizable Audience 


Fulton Lewis, Jr. is sponsored locally on more than@40-” 


Mutual stations byG 


YP, advertisers. 


The roster of busi- 


nesses represented is = Tong to detail here, but this brief 623 


summary shows their scope: 


/O/ 9%. automotive agencies 
2! 49 auto supply and repair companies 


6 bakers 


SS 5% banks and savings institutions 
3l 26 brewers and bottlers 

6/ 58 building materials firms 

31 2% coal, ice and oil companies 


19 t+ dairies 


3E 30-department stores 


26 22 drug stores 


16 food companies 


47 4% furniture or appliance stores 


Zl 4% hardware stores 


/© 44 jewelers 
(7 44 laundries 


29 25 real estate and insurance agencies 


9O 9+ miscellaneous 


His program is the original news co-op. 


It offers local 


advertisers network prestige, a ready-made and faithful 
audience, a nationally known commentator—all at local 
time cost with pro-rated talent cost. Since there are more 
than 500 MBS stations, there may be an opening in your 


locality. 


Check your Mutual outlet—or the Cooperative 


Program Department, Mutual Broadcasting System, 
1440 Broadway, NYC 18 (or Tribune Tower, Chicago. 11). 


cess Gardner 


BILLFOLD FASHIONS—The young lady with the fashionably held 
| eye glasses is selling Princess Gardner billfolds, 


cases and key gards via a page 


National wearing apparel linage 
figures for the last ten years point 
up succinctly the appeal this news- 

| paper has built for fashion adver- 
tisers. 

From a piddling 987 lines of 
wearing apparel in 1940 the maga- 
zine section zoomed to 326,219 
lines in 1946 and continued to 
climb every year since, except for 


a 5,000-line drop in 1949. Last 
year’s linage, the greatest ever, 


was 479,211. 


s The newspaper section shows an 
equally impressive linage jump: 
from 97,865 in 1940, to 548,423 in 
1946, to a near record 714,726 lines 
in 1950. None of these figures in- 
clude retail. 

Last year the Chicago Tribune 
ran second to the Times, carrying 
235,453 lines of wearing apparel 
| advertising; in New York, the Her- 
ald Tribune was second with 78,786 
llines in 1950. 

In an article on the garment in- 
dustry some time ago, Fortune 
characterized it for “its conspicu- 
ous disorder in an otherwise fair- 
ly well-ordered industrial world. 
| Probably no other big industry 
| is so splintered or unstable. There 
are some 9,000 companies, possi- 
bly none of which grosses as much 
|as $25,000,000 a year. About half 
|of them gross less than $500,000. 

| Before the war, at least 20% of 
|} them went out of business every 
| year; and of course about 20% of 
| them started ‘new’ every year. Re- 
}cently, only a third had been in 
| business more than ten years.” 

| 

|@ To these observations add cer- 
| tain other factors: 

1. A fashion house can design a 
| “hot” line one year which it will 
advertise to the hilt because it’s a 
hit. Next year the house can be 
“dead.” 

2. Most houses don’t become big, 
because buyers don’t usually take 
|the chance of getting too much 
from one source and _ getting 
stuck. Good or bad, fashion con- 
siderations won't let the buyer 
take the chance. 

All this adds up to the fact that 
fashion magazines would have an 
almost impossible fight should 
they try to rely on specific fashion 
houses or build up certain brand 
names, with certain outstanding 
exceptions that only serve to prove 
the rule. 


|@ What about the fashion adver- 
| tising agencies? 

Because it’s virtually impossible 
to define fashion advertising, it's 
equally difficult to pick out the 
‘fashion agencies. Estimates as to 
the number range from 50 to 100 
and there are many agencies with 
but one fashion account. Sterling 
Advertising, acknowledged by 
many as the leader, refers to itself 
as a woman’s product agency, not 
fashion. Grey Advertising’s defini- 
tion of fashion advertising makes 
every consumer agency a fashion 
agency. 


Grey’s continuing campaign for | 


in the September issue of 
Harper's Bazaar. The two-page full-color Christmas spread will 
run in The Saturday Evening Post, Dec. 8. High style and color 


sinerll 


2 lel os ae i 


De necee 4 
eye glass 


products. 


Prince Gardner and Princess 
Gardner billfolds and leather ac- 
cessories is noteworthy because it 
points up two pertinent factors in 
the “fashion” advertising field: 

1. Almost any consumer product 
(e.g., billfolds) can become a fash- 
ion item. 

2. Despite almost universal cries 


VOGUE 


Cie aN 
Ww 


VOGUE—This is the striking January, 

1950, cover which Vogue says was most 

instrumental in setting the pace in wo- 
men’s eye make-up. 


against it, outright prestige adver- 
tising produces results. 


@ Ed Richer, Grey v.p. and ac- 
count supervisor, in a current pro- 
motion piece, tells the Gardner 
story best. 

“Five years ago Prince Gardner 


ne 


Prince Gardner § 


are the keynotes Grey Advertising uses to sell Gardner products. 
The touch of a former Vogue man can be seen in the distinctive 
art work shown here, supervised by Grey art director Art Weiser. 
These ods typify the fashion appeal used to sell Gardner 


(and Grey) pursued the question 
as to how to best impress the com- 
pany’s superiority on the public. 
An intensive probe revealed that 
all billfold manufacturers were 
beating the drum with the same 
syncopation. One made the pitch 
on stitchless construction ...sfill 
another droned a message on hid- 
den money pockets. 

“The public’s reaction was nor- 
mal. To drown out the din it put 
its fingers to its ears. Consumers 
were lost in a maze of claims void 
of value because they were applied 
to all grades of billfolds. Similarly, 
the manufacturers were lost. Hun- 
dreds of thousands of dollars’ 
worth of advertising yielded only 
small benefits because the amazing 
duplication of advertising content 
robbed the manufacturers of 
brand-identity which in turn de- 
prived retailers of the returns ex- 
pected of national advertising. 

“Prince Gardner executives hav- 
ing determined that 80% of the 
billfold sales were to women,” Mr. 
Richer continues, Grey conceived 
that fashion needed to be added 
to the billfold picture. “It was rea- 
soned that women seek beauty and 
prestige in a gift item and assume 
that quality is inherent in well- 
advertised prestige-tinged names.” 


e@ So Gardner set its sights on 
prestige and fashion in selling bill- 
folds. According to Mrs. Florence 
Goldin, v.p. and fashion director 
of the agency, “Today Princess 
Gardner billfolds are styled with 
the same careful attention to co- 


ci. important message 
on R.O.P. Color for agency 
production men 


Run-Of-Paper Color is the coming giant of newspaper adver- 
tising. Of the 1556 daily newspapers in the United States, 


500 now print R.O.P. Color. 


Our organization has prepared, in one unique volume, the first 
fully complete and authoritative summary of R.O.P. Color 
specifications. This is a continuous study and as a result of it we 
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new requirements. 


Lake Shore 


ELECTROTYPE CO. 
1224 W. VAN BUREN ST. + CHICAGO 7, ILL 


Seeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 
NEW YORK . 
DETROIT + Michigan Electrotype & Stereotype Div. 

LOS ANGELES « Reilly Plastictype Div. 

SAN FRANCISCO + American Electrotype Div. 
INDIANAPOLIS + Advance Independent Electrotype Div. 
ELKHART + Advance Independent Electrotype Div. 

NEW HAVEN « New Hoven Electrotype Div. 
Seeeeeeeeseeeseeeeeeeeeeeeeeeeeees 


in accordance with 


Get the facts for yourself: see how most big name national 
advertisers are getting sharper and cleaner color results using 
Bista Pre-Madeready mats, exclusive with Lake Shore. 


Reilly Electrotype Div. 
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FLOWERS—Florists Telegraph Delivery © 
Assn., aware of fashion’s role, does 
tensive dealer p: on such things 
as this bouquet-carrying bride, in the 
fall issue of Modern 
ciation gets credit lines in the magazine 
for flower arrangements. 


ordination of general fashion 
trends as are the most elaborate | 
Paris hats.” 

Current and forthcoming Gard- 
ner ads, shown on the facing page, 
illustrate the tone set by Grey for 
the leather company. 


Prestige fashion advertising| 


must work for some. Gardner 
points to itself as the leading seller 


in the industry (more than $4,000,- | 


000 in sales last year) and proudly 
notes that its 


when the prestige campaign began. 
In fairness, though, it should be 
noted that there were other equal-| 
ly important factors (increased 
sales force, better distribution) 
which contributed to Gardner's! 
rise. 

This is the fashion advertising 
field—complex, challenging, frus- 
trating and exciting. 


Fellows Indicates 
NARTB’s TV Unit 
to Get $150,000 


Vircinia Beacu, VA., Sept. 11—| 


Harold Fellows, president of the 
National Assn. of Radio and Tele- 
vision Broadcasters, revealed Fri- 
day that NARTB’s TV branch is 
within a hair’s breadth of reaching 
the $150,000 budget fund it pro- 
poses to raise for its first fiscal 
year of operations. 

Opening a two-day meeting of 


the TV board here, he said 68 TV 


stations and two networks which 
belong to NARTB-TV will provide 
about 92% of the budget (dues 
payments by each station are 
based on station rate cards). 

On the basis of his report, 
NARTB’s TV board voted to hire 
an assistant for Thad Brown, 
the association's TV director. 
(NARTB’s fiscal year runs from 
April 1, 1951, to April 1, 1952.) 


Baker Agency Changes Name 

James A. Baker, formerly presi- 
dent; Wilbur E. Johnson, formerly 
v.p., and Haugton W. Dickinson, 
formerly secretary and art direc- 
tor of Jim Baker Associates, Mil- 
waukee agency, have joined as 
agency partners under the new 
name of Baker, Johnson & Dickin- 
son. 


Joins Cleveland Graphite 
John F. Moriarity, formerly on 
the advertising-public relations 
staff of B. F. Goodrich Chemical 
Co., Cleveland, has been named to 


the newly created post of sales, 


promotion manager of Cleveland 
Graphite Bronze Co. 


Flower Appoints Blum Agency 
D. B. Flower Mfg. Co., Philadel- 
phia manufacturer of electric mo- 
tor brush holders, has appointed 
Charles Blum Advertising Corp., 
Philadelphia, to handle its account. 


Bride. The asso- | 


cumulative sales | 
have increased 143.5% since 1947 | 


“Sun Ray Auction’ 


Employs New Video 


Drug Sales Gimmick 


PHILADELPHIA, Sept. 12—Sun 
Ray Drug Co. has found a way to 
package the interest and excite- 
ment of the auction and turn the 
product into an impressive sales 
tool. 

On Sept. 10 it inaugurated its 


new show, “Sun Ray Auction,” 
over WFIL-TV. Everything from 
luggage to perfumes to pedigreed 
dogs and major household appli- 
ances were auctioned on the first 
program. 

The gimmick is the ruling that 
viewers cannot use cash to buy 
the auction prizes. Bidders must 
have special “TV money,” which 
is obtainable at all] Sun Ray drug 
stores in proportion to the amount 
of purchases. 


Special prizes are offered for 
double the face value of the special 
“money” to make things more in- 
teresting. The company told AA 
that plans call for auctioning off 
about $1,000 in merchandise each 
week. 

Philip Klein Advertising Agency 
produces the show. 


E. W. Olson Promoted 


As part of its new promotional | 
campaign on behalf of distributors | 


of its component parts, Webster- 
Chicago Corp., Chicago, has 
boosted E. W. Olson to the newly 
created post of sales promotion 
manager for component products. 
He had been field promotional rep- 
resentative for the company's en- 
tire line. 


Industrial Designers Meet 

The sixth annual convention of 
the Society of Industrial Design- 
ers will be held at the Moraine 
Hotel, Highland Park, II1., Oct. 5-7. 
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| erences in the following products; appliances, bak- 

| Fas ing products, beverages, cleansers, meat products, | bee 
a other grocery products, and toiletries. The findings 

| ay included in this extensive survey are based on aoe 
Be more than 9300 interviews with housewives... = 

| | send for your copy today and see how your prod- = 
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Illinois cities. 


126,87 
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ucts compare with competitors in 35 important 


A. B. C. 
CITY ZONE 
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SAYS... 


GET YOUR COPY OF THIS LATEST 
CONSUMER STUDY OF BRAND PREFERENCES 


The sixth annual study of buying habits, place of purchase, day of purchase, and brand pref- 


A. B. C. RETAIL 
TRADING ZONE 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 
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ROCKFORD MORNING STAR 
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Do You Have a Favorite Martini Recipe? 
Here’s Your Chance to Get It Published 


CHICAGO, Sept. 11—A contest for 
martini lovers (and they are said 
to be legion) is being conducted 
by Otis & Lee, large liquor dis- 
tributor here, in which contestants 
must submit their favorite martini 
cocktail recipe and winners will 
receive a bottle of every ingredient 


needed to make the prescribed 
drink 
About 25 winners will be se- 


lected by a panel of judges and 
they will be incorporated in a 24- 
page booklet, to be published about 
the middle of October, entitled 
“Theme & Variations on the Mar- 
tini Cocktail.” 

Otis & Lee has distributed 5,000 
recipe entry blanks, and to date 
has received more than 250 reci- 
pes, including several long letters 
not only offering a martini recipe, 
but also giving such advice as the 
proper time when they should be 
served, how many (if any) to 


let your wife (if any) have before 
dinner (if any), etc. 


es The contest was started by 
Maurice Ross Jr., president of Otis 
& Lee and v.p. of the Amateur 
Chefs Society of Chicago. 

An interesting rule in the con- 
test is that no entry will be con- 
sidered unless all the ingredients 
it contains can be procured in Chi- 
cago. 

“Specialized information on this 
noble gem of modern social en- 
tertainment,” Mr. Ross says, “has 
never been put together to my 
knowledge. The martini, today, is 
an essential attribute to adult 
group entertainment [?] of a cer- 
tain type, and I would like to feel 
that this booklet will add to the 
enjoyment and relaxation which 
the martini casually engenders.” 

Otis & Lee has urged gin distil- 
lers to get behind the contest, 


stressing the promotional benefits 
of having their brand of gin spe- 
cified in a recipe. 

In addition to recipes, the book- 
let will contain “historical back- 
ground material” on the martini, 
and other pertinent data. 


VanSant, Dugdale to Move 
to Four-Story Building 


VanSant, Dugdale & Co. will 
shortly occupy a four-story build- 
ing completely remodeled to its 
specifications. 

On Sept. 24 the agency will be- 
gin operations in its new offices 
at 15 E. Fayette St. and have at 
its disposal a plans room that can 
double as an auditorium, a radio- 
TV control room and soundproof 
construction for recording. Only 
the exterior of the building, which 
is air-conditioned throughout, re- 
mains unchanged. 


Mars Names Bouchard S. M. 


B. A. Bouchard, formerly east- 
ern sales manager of Mars Inc., 
Chicago confectioner, has been 
named general sales manager. 


Rand-MecNally study shows 
Grand Rapids as major 
“up-trend” market! 


~~ 


For further facts, call— 


over June, 1950! 


Fairchild Aerial Surveys 


First among large cities and second among all cities, Grand Rapids 
leads in June Rand-McNally national survey with an overall 
business rise of 23°% 


Today, when effective, economical selling at the local level is so 
important, it is well to remember that Grand Rapids is the hub 
of a “Billion Dollar Western Michigan Market.” 
300 diversified industries and a monthly payroll of $18,000,000. 


The Booth-published Grand Rapids Press, with one paper, reaches 
97% of all Grand Rapids homes! 


Grand Rapids has 


Ask for new market folder. 


| A. H. Kuch, 

110 E. 42nd Street, 

New York 17, New York, a lilinois, 
Superior 7-4680 


The John E. Lutz Co.; 
435 N. Michigan Avenue 


Murray Hill 6-7232 


Grand Rapids Press 


one of - Booth Michigan newspapers 
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NARY A RUG—This full-page ad in the Philadelphio Bulletin Sept. 4 wos designed 
to sell rugs, but not one rug was used in the illustrations to identify Charles Stoumen 


& Son, Philadelphia, as a carpet retailer. 


In fact, copy detailing merchandise was 


kept down to small type. Art work was designed to catch the eye. Ralph A. Hart 
Advertising is the agency on the account. 


Aggressive Ad Program Pays for Krueger; 
Tests in Three Areas Spur Beer Sales 


Newark, Sept. 12—An “aggres- 
sive” advertising program is cred- 
ited with boosting the sale of 
Krueger beer by William C. 
Krueger, president of the G. 
Krueger Brewing Co. Not only 
that, he said, but the ad program 
also helped turn the tide of a de- 
clining trend. 

“In the early months of this 
year,” Mr. Krueger told employes 
in a bulletin, “our sales were run- | 
ning about 7% behind 1950. In 
May, this down-trend was stopped, 
and we showed a sharp up-trend | 
to the point that: today we are 
slightly ahead of 1950. 

“Your company appropriated 
considerably more money for ad- 
vertising this year. It was decided 
to use a substantial portion of the 
new advertising dollars to launch 


all-out test campaigns in three key 
areas: the state of Maine, Hart- 
ford, Conn., and the state of Dela- 
ware. The results to date have been 
very gratifying.” 


e Mr. Krueger said the advertis- 
ing was “creating a demand for 
our products” and that the com- 
pany “intends becoming an in- 
creasing factor in the markets we 
serve” despite the fact that the 
industry is more highly competi- 
tive than ever. 

Dave Bland, advertising mana- 
ger, directs the Krueger promo- 
tional program, and Chas. Dallas 
ReachCo. is the agency. The adver- 
tising schedule emphasizes newspa- 
per display advertising but radio, 
television and outdoor are also 
being used. 


| , -eople Sell 


| ’ 


| .-. and You Can Cover 
| Central New York with 
| ONE Radio Station 


Better than Paper’ 


NBC Affiliate. WSYR-AM-FM.TV—the Only 
COMPLETE Broadcast Organization in Central New York 


Headley-Reed, National Representatives 
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LARGEST EBONY—John H. Johnson, edi- 
tor and publisher of Ebony, is congratu- 
lated by Gordon Taylor, president of 
Chicago Federated Advertising Club, on 
publication of Ebony’s largest (124 pages) 


issue. Mr. Taylor is v.p. 
Meyer & Finn. 


‘Ebony’ Publishes 
Largest Issue; Has 
450,000 Circulation 


Cuicaco, Sept. 11—Ebony has 
just published the largest issue in 
the publication's six-year history, 
a 124-page October issue that tops 
the previous high by 12 pages. 

With the same issue, Ebony Pub- 
lisher John Johnson also an- 
nounced that circulation now is 
450,000, an increase of 100,000 from 
the previous October. 

Total advertising linage in this 
October issue is 63 pages, as com- 
pared with 51 pages in October 
last year and 31 in October '49. | 

Mr. Johnson pointed out that 
the growth of Ebony reflects the 
growing acceptance among adver-| 
tisers of the “Negro market as the | 
richest and ripest market oppor- 
tunity available for increased 
sales.” 


of Reincke, 


e Nine new national advertisers 
have scheduled ads beginning this 
fall, he said. They are: Pal Blade, 
Florsheim Shoe, Hoover Co., Bor- | 
den Co., Krey Packing Co., Dear- | 
born Supply Co., Contadina Toma- | 
to Paste, Paramount Products,’ 
Sheaffer Pen and B. F. Goodrich 
Co. | 
Mr. Johnson started Johnson | 
Publishing Co. nine years ago 
when he brought out Negro Digest, 
which now has a circulation of 
100,000. Three years later he, 
started Ebony, and last year he 
introduced a third publication, Tan 
Confessions, which now boasts a 
circulation of 300,000. 


Sawyer Seeks Third Station 


Commerce Secretary Charles 
Sawyer and members of his family 
have asked the Federal Communi- | 
cations Commission for permission 
to buy radio stations WCOL and 
WCOL-FM, Columbus, O., for 
$100,000. Current operators are 
Lloyd, Martha and Grace Pixley, 
also owners of other Ohio broad- 
casting properties. Mr. Sawyer, 
who has set up Air Trails Inc. as 
purchasing company, already is 
the major owner of WING, Day- 
ton, and WIZE, Springfield, O. 


Ansco Photo Promotes Sayre 


Robert H. Sayre, assistant to the 
general sales manager of Ansco 
Photo, Binghamton, N. Y., has 
been appointed traffic manager to 
succeed W. J. Mathews, who has 
resigned. Edward F. Brewer, mem- 
ber of the company’s advertising 
department, has been named to 
replace Mr. Sayre. 


Pabco Doubles Earnings 

Sales of $37,836,382 by Pabco 
Products Inc., San Francisco, for 
the fiscal year ended June 30 
topped the previous year’s sales of 
$25,021,399. Net earnings of $3,- 
164,833 or $2.07 per common share 
more than doubled the $1,423,721 
or 90¢ for the year before. 


Names Odell Simmons 

Odell Simmons has been named | 
to the midwestern ad staff of 
Quick Frozen Foods and the 
Locker Plant, with headquarters | 
in Chicago. ! 


Rosalind J. Williams, advertis- 
| ing manager, wrote the seven-col- 
jumn ad, which won a $50 U.S. 
| Savings Bond. 


Clever Father's Day 
Promotions Pay Ofi 
An ad series showing typical 


for Three Stores men’s “spots” in St. Louis won the 


New York, Sept. 11—First prize| $25 bond second prize for Stix, 
winner of the 1951 annual Father’s| Baer & Fuller. “Pop’s Our Man 
Day advertising contest sponsored| About Town” was the headline. 
by the Father’s Day Council was| Robert C. Dawson, assistant ad- 
Davison-Paxon Co., Atlanta, for its vertising manager, created and 
ad featuring photos of local dads, executed the idea. 
headlined “Make Pappy Happy” The third prize, also a $25 bond, 
and signed DADison’s. 


was awarded to Ben Shermans of! 


Hastings, Neb. for its “Lucky| Jam Handy Shifts George 
Father Contest” ad which pulled Douglas George, western chief of 
5,000 entries. The award was for | theatrical film distribution for Jam 
the small town category. |Handy Organization, has been 
| transferred to the my = 
Appoints Stevenson & Scott office to work on service develop- 
American Watch Co., Montreal | ™ent and special functions. 
distributor of Marvin and Popeye 
watches, has appointed Stevenson Names Clarke Sales V. P. 
& Scott, Montreal, as its agency.In| T.C. Clarke has been named v.p. 
addition to consumer campaigns in charge of sales of Northern 
now being prepared for the Electric Co., Montreal. Mr. Clarke, 
watches, trade copy is planned for who succeeds the late A. L. Brown, 
other imports, including Swiss formerly was general sales man- 
musical novelties, clocks china. ager 


Finest printing costs less 
for U.S. Gypsum. es 


.- thanks to the revolutionary economy 
of (cacoldated Enamel Papers 


Two of the best reasons why you'll usually 
find U. S. Gypsum products and materials 
wherever building or remodeling is going 
on are a pair of colorfully edited building 
idea magazines called Popular Home and The 
Business of Farming. 

Sponsored locally by U.S.G. dealers, these 
magazines do a powerful and unique selling 
job by planting the seeds of building material 
sales in the minds of nearly six million fam- 
ilies with their constant flow of new re- 
modeling ideas and building suggestions. 


4 


Naturally, U.S.G. spares nothing in making 
every issue attractive as possible, without 
extravagance. So for the millions of all- 
important covers, Consolidated Enamel Papers 
are specified because they provide fine enamel 


paper qualities at prices of 15 to 25% below 


y 


4 


/ is the direct result of 
the enameling method 


which Consolidated 
those of old-style, premium-priced enamels. | F ed. Operating as a | 
The resulting economy runs to thousands | part of the papermaking 
of dollars a year. But the rate of saving is machine, it eliednetes 
the same for every user, large or small, who many costly steps still 
has switched to Consolidated Enamels for requited by other 
finest results at lowest cost. papermakers and 
produces highest quality 
E Nw A M E L paper, simultaneously 
enameled on both 
PA Pp E' RS sides, in a single ) 
highspeed operation. 


PRODUCTION GLOSS @© MODERN GLOSS @ FLASH GLOSS 


CONSOLIDATED WATER POWER & PAPER COMPANY © Makers of Consoweld — decorative and industriel laminates 
Main Offices: Wisconsin Rapids, Wisconsin “© Sales Offices: 135 So. La Salle St., Chicago 3, IMincis OCW P.aP. Co, 
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Business Hamstrung in 
Making Essential Decisions 

To the Editor: Bow gracefully, 
if you wish, to Grey Advertising 
for the thought expressed in their 
item which you editorialize in 
your Aug. 20, 1951, issue—but AA 
should also make a curtsy in the 
direction of Sumner H. Slichter, 
Harvard professor, for the same 
idea, expressed in his book, pub- 
lished in 1950. I quote: 

“One of the most important and 
interesting. improvements in our 
economy has been the publication 
of information about intentions 
intentions of farmers to plant, in- 
tentions of business enterprises to 
spend, intentions of consumers to 
buy classes of goods. ..The collec- 
tion of representative information 
about intentions now for the first 
time enables business concerns 
and government agencies to make 
plans on the basis of more or less 
direct infermation about the fu- 
ture behavior of our economy. 

The intention-to-spend reports 
have not always turned out to be 
accurate, and it must not be ex- 


This department is a reader’s forum. Letters are welcome. 


pected that they always will be. 
Every now and then unforeseen 
developments may cause sudden 
changes in plans to spend...One 
of the purposes of the intention-to- 
spend reports, of course, is to in- 
duce actions by the government or 
business that change the willing- 
ness to spend...Indeed the inten- 
tion-to-spend reports may be most 
useful when they induce action 
that causes them not to be true!” 

But, that’s not why I am writing 
this letter. The Grey item seems to 
be based on the premise that busi- 
ness men are in the driver's seat. 
Really, they aren’t—as if you 
didn’t know. 

The fading influence of business 
men in this country has been 
brought about principally by the 
rise in the dominance of labor 
forces—and the government's in- 
creasing power to manufacture, 
purchase, borrow, tax, control, 
dictate, etc. 

Since these two phases of our 
economy have been handed the 
authority (or, as some authorities 
contend, have hijacked it)—they 
should be bequeathed, with bless- 
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Sales are soaring in Long Beach! According 


to 


“Sales Management” total retail sales in 


the city alone hit a whopping $322,697,000. 


Your advertising 
GRAMIL goes to over 
families. No other 
message such covera 
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Relatively easy control 
of important economic 
factors in this segre- 
gated area wil! assure 
sound results that can 
be used with confi- 
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ings, the concomitant responsibili- 
ties. 

Or, business men, who have the 
old pioneering spirit, should bare 
their fangs, and go forth to do bat- 
tle on the grounds that what they 
do, they do well—and with them, 
honesty is the best policy—since, 
Lord knows, they just can’t be 
anything but honest anyway. 

It is about time we, in the ad- 
vertising business, begin to point 
out that business hasn’t got much 
to say about business any more. 
For, sure as shooting, if we don’t, 
business will take the blame for 
everything (bad) that happens. 

The Grey item touches on one 
facet of the many that turn the 
trends in this country. The “sharp 
fluctuations in 1948, 1949, and 
1950” were ebbs and flows that 
were fundamentally psychological 
in origin. Other very basic, and 
very large, economic factors miti- 
gated them—and will continue to 
mitigate, or to deepen the valleys 
or raise the peaks. In fact, these 
factors may even dig a hole in 
which the economy can be in- 
terred, or build a peak which 
could explode with volcanic force. 

To look on one aspect of the 
economy—the psychological one 
—and to draw a conclusion there- 
from, is like the blind man feel- 
ing the side of an elephant and 
saying he’s up against a stone wall. 
And, believe me, I don’t deprecate 
the importance of the psychologi- 
cal side—after all, that’s my busi- 
ness. 

If I can digress for a moment— 
please, won't somebody try to 
point out to this great wise peo- 
ple of ours that a basic concept of 
the republican form of govern- 
ment from the date of its incep- 
tion to, say 1936, was subsidiza- 
tion of a few for the benefit of 
many—a plan that, on the record, 
made us all richer. 

And, please, won't somebody 
point out that the New Deal con- 
ception—subsidization of many for 
the benefit of few—has made us 
all poorer. (Have you checked the 
purchasing power of your insur- 
ance policy and your savings bonds 
lately?) 

But, to get back to the point— 
here are a few of the factors that 
have taken business out of the 
hands of business men. Regardless 
of the unanimity of the action of 
business men in taking one action 
or another—these factors. will 
dilute, nullify, modify, or exag- 
gerate the end reactions. 

In 1933, the money supply came 
into existence primarily through 
short-term borrowing by business 
concerns. When “things looked 
bad,” credit (and the money sup- 
ply) could be contracted sharply 
by action of bankers and business 
people. Not so, today. The govern- 
ment’s large scale borrowing, and 
monetizing of its own debts, is the 
biggest source of money supply. 
And—if you can find a way to 
contract the government's borrow- 
ing practices which result in snow- 
balling currency inflation—you're 
a better man than the nation’s 
conservative (and therefore not 
New Deal) economists 

The government produces about 
twice as much today as it did 20 
years ago (government-owned 
power plants, housing, transporta- 
tion facilities, etc.). This type of 
production is pretty well divorced 
from the traditionally virtuous 
marriage of supply and demand. 

The government consumes about 
15% of the goods produced in this 
country...and this consumption 
has no relationship to the ordinary 
ups and downs of business. 

Income and unemployment com- 
pensation now tend to counter- 
balance fluctuations of personal 


income received from commercial 
and manufacturing enterprises. In 
other words, when the latter goes 
down, the former goes up. 

And, you have heard about 
the three and one half million 
members of the armed services; 
and the several million in the em- 
ployment of the government. So 
far as I know, these employed 
groups march along with nary a 
misstep, regardless of how busi- 
ness stumbles and falls. 

The government, as any busi- 
ness man will tell you, regulates 
capital...and prices. ..and compe- 
tition. . .etc., etc. 

Hundreds of billions of dollars 
in liquid assets (in the form of 
cash and government savings 
bonds) are in the hands of the 
public, ready to flood the market 
places in exchange for real goods 
at the first sign of shortage, un- 
easiness, or panic. 

There’s a spreading awareness 
of the public of the depreciating 
value of the dollar. 

The foregoing are only a few of 
the important economic factors— 
there are many others—and prob- 
ably ten thousand competent econ- 
omists who can elucidate with 
clarity and dispatch. 

The point I am trying to make 
here is simply that all possible 
major economic factors should be 
considered before arriving at a de- 
cision. For, like it or not, busi- 


ness men no longer are the domi- | 


nant factor in making the trends. 
Yet the factors that influence the 
trends are important to business 
men—and to all the people. For 
the productivity that has stemmed 
from America’s business and man- 
ufacturing acumen is the main 
hope of America in its fight for 
existence. 

Business men must keep their 
businesses in healthy condition. 
Their hope for doing this success- 
fully lies in an ability to foresee 
clearly. Therein is the only hope 
of departing from neurotic, day- 
to-day, hand-to-mouth methods, 
and arriving at calm, long range, 
considered conclusions. 

It is a responsibility of the staff 
organizations of business, and per- 
haps I should say the interpreters 
and chroniclers of business, to see 
this picture clearly, for unless they 
do they are living only in a dream 
world where every rise in the tides 
of the affairs of men will be 
credited to government and every 
recession will be blamed on busi- 
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ness. And, I might add, that’s no 
way to run either a business or a 
government. 
A. F. HEINECKE, 
Executive Vice-President, W. 
S. Hill Co., Pittsburgh. 
e e e 


Agrees That Celebrities’ 
Names Make Thin Theme 

To the Editor: By coincidence 
your issue of Sept. 3 contains two 
of the most basic issues facing the 
advertising business today. The 
short and significant letter of Lou 
Kashins on “Fear, Prediction, 
Hope” and the Creative Man's 
analysis of movie star testimonials 
present the same ideas on a uni- 
lateral basis. Account men are 
largely responsible for this kind of 
lazy copy writing and easy selling 
technique involved. 

The answer becomes simple: 
find a celebrity to indorse your 
product and that is all you need. 

This form of copy writing has 
invaded nearly every medium. The 
picture and letter approach is 
over-worked’ and the celebrity’s 
voice on the radio and his appear- 
ance on television are wearing the 
techniques of advertising thin. 

Recently, a client thought he 
had all his problems solved be- 
cause we obtained some _ tran- 
scribed spot announcements with 
a celebrity's voice. Because Don 
Hoozit of Hollywood said he liked 
this product, he figured Tom, Dick 
and Harry and the man on the 
street in Fort Worth would fall 
over himself to buy it. The mer- 
chandising problems of any prod- 
uct are too complex for any such 
simple formula. 

This kind of reasoning has 
plagued the advertising business 
for years, appearing in various 
forms of superlatives. The old- 
time merchant wanted a larger 
heading on his ad than that of his 
competitor: thus the large gro- 
tesque types had their day. Heavy 
borders came in for their play. 
Reverse plates were finally 
screened. Color is splashed all over 
everywhere—some without mean- 
ing. 

Advertising must still be sold 
on creative ideas and constant 
attentive service to bring real re- 
sults. These creative ideas change 
from day to day in some industries 
and from hour to hour in others. 
The advertising man may not 
have the answer when he faces 
the problem; he should not have, 
but he should have enough talent, 
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ability and energy to unearth 
those ideas into which can be 
translated the motivating factors 
of today’s market. 

May we have more Creative 
Man's revelations and more Lou 
Kashins before we become a bunch 
of robots out gunning for bigger 
and better celebrities who will in- 
dorse our products and write our 
copy. 

JcsePu B. Cowan, 
Cowan-Gillham Advertising 
Agenc’, Fort Worth, Tex. 


Agrees That Management 
Must Consider Pensions 

To the Editor: May I congratu- 
late you on Mr. Crain's forthright 
editorial in the issue dated Sept. 3. 
I know that your valued publica- 
tion is read from cover to cover 
by thousands of advertising men 
and publishers. However, I sin- 
cerely hope that those who might 
have missed it will go back to it 
and read every word of it. 

It is quite evident that in spite 
of the great strides made by busi- 
ness in their recognition of social 
justice, fair play and appreciation 
of loyal service, there are too 
many who simply “get away with 
murder.” There is no other way 
to describe it when you consider 
that men in the executive or white | 
collar class have no protection. 

It is true that the whole trend | 
of the times emphasizes a more 
enlightened and generous policy| 
towards employes, as you say, but | 
there are many business men and 
publishers, as a case in point, who 
go along in a smug way, believing | 
that business as usual will be their 
lot, in spite of the actions referred 
to in your editorial. 

It is my sincere wish that man- 
agement will give serious thought 
to the likelihood of the loss of good 
will and acceptance among the 
many who are important to its fu- 
ture prosperity, not only from 
within but most surely from with- 
out. 

Too many “heads” talk about 
pensions, etc., but hedge, renege or 
just simply forget about it. Others 
milk the business until it either 
dissolves or a change in manage- 
ment takes place. 

Let me close by saying that you 
have done a great service to the 
rank and file of the advertising 
and publishing business and that 
goes for the executive class as well, 
in bringing out in the open the 
importance and necessity on the 
part of management of working 
out plans to safeguard the future 
of their employes. 

Sam J. Perry, 

Sam J. Perry Associates, New 

York. 


How About Willkie? 

To the Editor: How many hun- 
dreds of letters have you received 
pvinting out that the late Wendell 
Willkie should have been elected 
twice? 

Net A. GALLAGHER, 

Charles L. Rumrill & Co., New 

York. 

Mr. Gallaghcr refers to the state- 
ment of Stanley Arnold (AA, Sept. 
3) that only candidates whose 
names contain doub'e letters stand 
a chance of becoming President. 


Still Receiving Inquiries 

To the Editor: Because of the 
unique type of service performed 
by Prizes Incorporated, our organ- 
ization has received a good deal 
of publicity through the pages of 
many trade and national weekly 
and monthly publications. 

It may interest you to know, 
however, that a recent feature ar- 
ticle in ADVERTISING AGE about 
Prizes Incorporated attracted more 
attention and resulted in more in- 
quiries than any other publicity 
story about us. Notwithstanding 


the fact that several monthly pub- 
lications with circulations ranging 


eo 


into several million have devoted 
a good deal of space to our opera- 
tion, the story in ADVERTISING AGE 
roused more interest than hun- 
dreds of unsolicited articles 
printed elsewhere. 

Because of the unusual pattern 
followed in our organization, we 
have done very little advertising 
or soliciting of business through 
the medium of trade ads. Your 
story about Prizes Incorporated 
appeared in ADVERTISING AGE early 
last winter and we are still re- 
ceiving letters of inquiry. 

...a bow in your direction. 

Don Barry, 

Prizes Incorporated, New 

York. 

e . . 
Everybody Usually Wrong? 
If So, There's a Reason 

To the Editor: I read your edito- 
rial, “‘Everybody’ Is Usually 
Wrong” [AA, Aug. 20] and I feel 
that you jumped at a conclusion 
rather hastily. 

When President Truman de- 
cided to involve us smack-bang 


into the Korean War, making what 
may have been a short-lived civil 
war into a second-class war with 
possible “general conflagration” 
overtones, most people had the 
normal reaction that we were go- 
ing to experience another post- 
Pearl Harbor mobilization. It is 
rather fantastic now, but look over 
the newspaper and magazine files 
of the first few weeks in July, 
1950, and you will find such topics 
and headlines as “Sugar to Be in 
Short Supply,” “May Draft Up to 
45.” “Mothball Fleet Being 
Readied,” “Building Construction 
to Have Sharp Drop,” “Officials 
Eye Return of Rationing.” 

If the people developed a war 
psychosis, I would say that the 
administration at Washington was 
largely responsible. Perhaps this 
explains the letdown and lethargy 
of the present time as regards the 
Civil Defense planning, etc. 

The American people have been 
living from one crisis to another 
since Mr. Roosevelt proclaimed 
his “Quarantine the Aggressors” 


doctrine in 1937, and it is really 
understandable why such mass de- 
lusions, fears, and flights from re- 
ality take hold of our people. 
E. D. COLLINs, 
Manchester, Conn. 
7 . e. 
Amplities Figures on Test 

of Frozen Apple Concentrate 
To the Editor: In the Aug. 13 
issue of ADVERTISING AGE, you car- 
ried an item regarding the intro- 
duction of frozen apple juice con- 
centrate. Your report has it that 
at the end of the ten-week test 
marketing period it was found that 
22% of the housewives in Tyler 
and 16% of the housewives in Mo- 

desto had bought the product. 
Unfortunately the results of the 
test weren't that good. Actually, 
22% of all housewives in Tyler 
and 16% in Modesto, who had 
heard of the product, bought the 
product. These represented 7% of 
all homemakers in Tyler and 4% 

of all homemakers in Modesto. 
The most encouraging result of 
the survey which we did for the 


U. S. Department of Agriculture 
and the Washington State Apple 
Commission is as you report—that 
seven out of the ten housewives 
who had purchased the product 
had made repeat purchases. And, 
significantly, approximately four 
out of ten of those who had bought 
the product had made four or more 
separate purchases. 
Mervin D. Frevo, 
Field Research Co, San Fran- 
cisco 


SALES HELP FOR SALE 


This fobder tells howe an engraved hetter 
h head can make frends and make wire 
shows how your letterhead van he 
redengned to comfort your sales executives 
what happened to same fergorien lericrheads when HILL 
designers Drought them to life and made them sales mended 
To receive this folder, without obligation. wmply jot on 
your present letterhead how many. you ue a year and 
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Seattle’s Boeing Airplane Company ranks third highest 
among the nation’s manufacturing firms in dollar volume of 


buSy SEATTLE 


DEFENSE CONTRACTS ADD TO 
IMPORTANCE OF RICH MARKET 


defense contracts. 


Seattle’s Boeing ranks FIRST in dollar volume of defense 
contracts among the nation’s airplane builders. 

Boeing's contracts were listed as totaling 960 million 
dollars between July 1, 1950 and July 1, 1951. 

These defense contracts add to the importance of the 
Seattle market of more than half a million 
people. Lumber exports, shipping, manufac- 
turing, food processing, transportation — all are 
reaching staggering proportions and their effect 
is reflected in retail sales. Seattle really is busy. 


| 


Wise advertisers know they can reach 
this important, busy, seaport market 
through consistent, frequent advertising 
in The Seattle Times, Seattle's accepted 


newspaper. 
Be sure to give the busy Seattle market 
top priority in your advertising 
schedule. You reach this im- 
portant market through The 
Seattle Times. 


Represented by O'MARA & ORMSBEE « NEW YORK © DETROIT «© CHICAGO © LOS ANGELES « SAN FRANCISCO 
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Summer Replacements on TV Lose Audience 
More Than Holdover Shows, Advertest Finds “i‘v!tion of TV compared with 


New York, Sept. 14—The tele- 
viewing curve goes down generally 
in the summer, but the decline is 
much less marked for regular pro- 
grams that stay on the air without | 
interruption than it is for summer | 
replacement shows. 

Such is the indication from a 
study made by Advertest Research 


$15 BILLION | 
TREASURE HUNT 
NOW UNDER WAY! 


STAKE YOUR CLAIM | 
IN THE NEGRO MARKET 


Strike it rich! A voy 3 Coe * = the right 
tool will pay of big rofits—and 
the right tool to use ny the 3 “elove market | 
ia their own Race publications, the newspapers 
and magazines they welcome into their homes. 
No one can afford to overlook a market of 18 | 


million people spending $15 billion a year on 
every conceivable type of merchandise—espe- 


cially when a large portion of this market can 
be claimed at ifttle effort and cost. Negroes are 
intensely loyal to their own publications; RA u 


respond to sales messages they see 

be sure your m: fe reaches this $15 *blilton | 
toarket—and reaches it the best way! For full | 
details write Interstate United Newspapers, 545 
Fifth Ave., N. ¥., serving America’s leading 
advertisers for over a decade. 


ONE EXAMPLE: fer ® publication, mes 


rich marke ob anc can't beat the New ourter— 
read by Ke © Negroes in 42 states each 
r comico, i. azine section, and news 


week. ¢ 

section help 
weenly 7 
exro hal 


merica’s most complete 
* ven the Negro—you'll set! the 


| Kraft Theater (NBC-TV) 


during the first week of August 
covering 767 TV homes in this 
area. Three programs that contin- 
ued throughout the warm weather 
had an average audience loss of 
10%, against a 42% loss for three 
replacement telecasts. 

The breakdown indicating the 
percentage of homes generally 
watching the programs in winter 
and summer is shown below. 


Advertest also questioned the 
|panel to determine the summer 


other media. An average day’s 


| circulation (per cent of individuals 


reached on an average day) was 
tabulated as follows: newspapers, 
79.8; TV, 72.2; radio, 47.3; maga- 
zines, 26.2 and books, 16.6. | 

Time devoted to each medium 
daily by the average individual: | 
television, 2.21 hours; radio, 1.14; 
newspapers, 0.92; magazines, 0.28, | 
and books, 0.22. 

In 70% of the TV homes, there, 


1. Programs Staying on During Summer 


Garry Moore (Several sponsors, CBS) 
Toast of the Town (Lincoln-Mercury, CBS) 


2. Programs Replaced During Summer 


Kate Smith (several sponsors, winter) 

Strawhat Matinee (NBC sustainer, summer) 

Studio One (Westinghouse, winter. 

| Summer Theater (Westinghouse, CBS) 

Texaco Star Theater (NBC, winter) 

Meet the Press & Juvenile Jury (The Saturday 
Evening Post and Scotch tape, summer, NBC) 


Half of the people interviewed 
said they watch TV less during 
the summer than they do in the 
winter; many of them spend this 
| time outside. Generally, set usage 
was down about 15%, with about 
45 minutes less viewing per day 
per home. 


' 
‘ 
cs) 


Winter Summer Change Loss| 

... 20.3% 14.1% —6.2 30.5 | 
coon ae 72.2 —74 9.3 
coco we 67.4 ste 6.8 
Winter Summer Change Loss | 

22.8% 5.1% —17.2 75.4 

56.4 442 —12.2 216 

82.5 43.7 —38.8 47.0 


| 
were one or more persons at home 


—and therefore a potential audi- 
ence—on an average day between 
the hours of 9 a.m. and 1 a.m. 
EDT. Highest availability was from 
9 to 11 a.m. Sets-in-use for the 
week averaged 29.4%, hitting a 
peak of 58% between 7 and 9 p.m. 


FLORIDA IS ONE OF AMERICA’S BIG, IMPORTANT, FASTEST- 


S 


J FLORIDA TIMES-UNION 


Jacksonville . national Representative . Reynolds - Fitzgerald, Inc. 


AMPA MORNING TRIBUNE 


National Representative . Sawyer-Ferguson-Walker Company 


FLORIDA 


Bo You 


It makes sense to concentrate your Florida 


‘ ness is done — 80.47% 


National Representative - Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 


GROWING, YEAR AROUND MARKETS, AND. . 


80 


advertising in a territory where 80% of the busi- 


of Florida's total 


retail sales, 809% of the general merchandise 


\ sales, 81.13% of food sales, 80% of drug sales, 


and 81.1°% of furniture sales — even 80% of 


the effective buying income! 


That's the territory covered by Florida’s 


three big morning newspapers! 


HERALD 


|e Both postal committees 


GIFT DECANTER—Arthur D. Schulte, president, Park & Tilford Distillers Corp., holds 
the company’s new private stock whisky gift decanter which is spearheading P&T's 
annual sales drive. The decanter sells for the same price as the conventional 
round bottle. With Mr. Schulte are (left to right) A. E. Storm, president, Storm & 
Klein, P&T agency; Horry P. Herrfeldt, 

Schulte, v.p., P&T, and Edward Klein, executive v.p., Storm & Klein. 


P&T v.p. in charge of sales; John S. 


House May Have to Go Along with 


Wasuincton, Sept. 13—Senate 
approval last week of a $400,000,- 
000 rate increase bill is expected 
to strengthen the hand of admin- 
istration leaders when the House 
turns next week to its own $125,- 
000,000 postal rate bill. 

With the Senate on record for a 
“stiff” increase, including a 60% 


hike for magazines in three annual | 


20% steps, administration forces 


feel confident they will beat off, 


efforts to cut down rate changes 


proposed by the House postal com- | 


mittee. 

House postal leaders are hostile 
to the 4¢ letter and 8¢ airmail 
rate proposed by the Senate, and 
are refusing to add them to their 
bill. On the other hand, they hope 
to apply a 60% increase to news- 
papers as well as magazines. 


have 
proposed 114¢ rates on bulk third 
class. However, the Senate voted 
to reach 1%¢ in two stages, start- 
ing out with 1%4¢, and advancing 
the additional “%¢ a year later. 

Like the Senate bill, the House 
bill contains sharp increases on 
special services, including C.O.D., 
insured and registered mail. 

As it passed last week, the Sen- 
ate’s postal bill was amended in 
only two respects: 

1. The Long amendment, mak- 
ing the increase for magazines 
60%, instead of 30% proposed by 
the committee for all newspapers 
and magazines. 

2. The Russell amendment, de- 
leting a section requiring the Post 
Office Department to restore mul- 
tiple daily deliveries in residential 
areas. 


@ The Senate voted to hold the 
third class bulk rate at 1%¢, then 
reversed itself on motion of Sen. 
Russell Long (D., La.), who argued 
this class of mail is getting a 50% 
subsidy. 

“The mail order houses are com- 
peting with every local merchant 
in the United States,” he con- 
tended. “If a mail order house does 
not sell a suit, the local merchant 
is going to sell it. If the mail order 
establishment does not sell a par- 
ticular bill of goods, someone else 
will sell it.” 

He told how he had visited Post- 
master General Jesse Donaldson to 
plead the case of a former college 
classmate who said he feared he 
would be run out of business if 
bulk third class rates increased. 


a “The answer the Postmaster) 


General gave was so startling that 
I was embarrassed,” he declared. 
“The Postmaster General pointed 
out that while my friend was in 
a marginal business making about 
$3,000 to $4,000 a year, he was 
costing the Federal Treasury about 
10 times that amount, and that it 
would be much cheaper to put my 
friend on a pension for the rest 


‘of his life than to pay the enor- 


$400,000,000 Senate Postal Boost 


mous losses he was occasioning the 
Federal Treasury.” 

Though Sen. Olin Johnston (D., 
S. C.), Senate postal chairman, 
supported the 1%¢ limit, Senate 
members roared their reversal. The 
vote came on the heels of this 
statement by Sen. Lester Hunt 
(D., Wyo.): 


“I am prompted to associate my- 
self with the senator from Louisi- 
ana because only this morning I 
received in my mail a conglomora- 
tion of third class ‘junk’ which 


| was sent to me by one of my con- 


stituents. He asked the question, 
‘Why is it necessary that we clean 
our mail boxes every morning of 
this type of advertising material?’ 

“I contend that the farmer and 
the poor man would be better off 
if he never received any of this 
type of mail. This is the ‘gyp’ mail, 
the come-on mail, the cheap ad- 
vertising mail. 

“If I had any criticism of the 
committee's bill at all, it would be 
that it did not make a sufficiently 
large increase in respect to this 
particular type of junk, which we 
all throw into the wastebasket as 
soon as we get it.” 


@ Earlier, by 32-28, the Senate 
voted down an amendment by Sen. 
Paul Douglas (D., Ill.) to increase 
newspapers and magazines 60%, 
instead of 30% proposed by the 
postal committee. Then, with eight 
senators shifting their votes, the 
Senate adopted the Long amend- 
ment limiting the 60% hike to 
magazines. 

Sen. Douglas was caustic in his 
arguments for a sharp second class 
increase. Pointing out that most 
publications steadfastly oppose 
subsidies, he quipped, “I want to 
help these magazines to be more 
psychologically unified and at 
peace with themselves by reducing 
the amount of the subsidies which 
they oppose in principle but which 
they now receive.” 

Committee members argued that 
small and medium-size magazines 
had presented testimony indicat- 
ing a stiff increase might force 
many into bankruptcy. They sug- 
gested that a sharp revision of 
second class mark time, pending 
the outcome of rate studies which 
are to be made by a special joint 
committee which is set up under 
a provision of the Senate bill. 


s Sen. Thomas R. Underwood (D., 
Ky.) protested that “a wholly false 
picture of the situation”—the sec- 
ond class deficit—had been pre- 
sented. 

Pointing out that non-profit 
agricultural publications, religious 
publications, fraternal publications 
and many others pay very low 
rates, he said, “The situation is 
simply this: if there is a hospital 
in which there are pay patients on 
the eighth floor and no pay patients 
on the first seven floors, the ques- 
tion arises whether the price paid 
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by the patients on the eighth floor 
can be raised to a sufficient extent 
to make up for the seven floors 
where there are free patients.” 

When he appealed for the Sen- 
ate to wait until the proposed rate 
studies are completed, Sen. Doug- 
las commented the subject has 
been studied for the 2% years he 
has been in the Senate. 

“It has been over 11 years,” Sen. 
William Langer (R., N. D.) inter- 
jected. 


@ Reviewing the history of second 
class rates, Sen. Douglas said: 

“In short, our present second 
class rates are not appreciably 
higher than they were in 1879, and 
are actually lower than they were 
in 1925-28. 

“What we have had since 1945 is 
a tremendous increase in costs, 
due to the increase in the cost of 
living, and due to the fact that we 
have had increases in postal pay 
and salaries. 

“The costs have gone up 60%, 
70% or 80% beyond the costs in 
1945. Yet we have here the pro- 
posal that the users, those who 
profit from second class matter, 
shall not bear part of the increased 
cost and that when we are dealing 
with a government enterprise the 
taxpayers shall assume the costs 
and not the users.” 


@ In concluding his remarks, he 
again became caustic. Urging his 
colleagues to vote without fear of 
political reprisals, he said: 

“There is far more sense and 
far more patriotism among the 
newspaper editors and publishers 
and among the magazine editors 
and publishers than at times we 
may think there is. 

“These great journals of opinion 
in their editorial columns oppose 
the payment of subsidies, demand 
a reduction in the government’s 
deficit and demand a balancing of 
the government’s budget in peace- 
time. These journals, which take 
what I regard as a very sound and 
very correct attitude in their edi- 
torial columns, are not going to 
punish the humble servants of the 
public who attempt to carry out 
this principle even upon the news- 
papers and magazines. 


ws “No, Mr. President, the ideolog- 
ical purity of these magazines and 
newspapers will rise supreme over 
the interests of their business of- 
fices; and the members of Con- 
gress have nothing to fear from the 
newspaper industry for putting in- 
to effect the principles which the 
newspapers and magazines them- 
selves wish to have applied to 
themselves. 

“In fact, Mr. President, I think 
we may find the newspaper in- 
dustry hitting the sawdust trail 
and confessing it has received this 
subsidy and humbly asking us to 
increase the rates the newspapers 
pay.” 

In opening his argument, Sen. 
Douglas pointed out that 14 na- 
tional magazines billed over $300,- 
000,000 in advertising. 

“This proposed increase for all 


second class is only $10,000,000 to 


$15,000,000 above the committee 
figure,” he said. 


es Sen. Hubert Humphrey (D., 
Minn.), chairman of a special small 
business subcommittee investigat- 
ing newsprint problems, pointed 
out that the seven largest national 
magazines increased advertising 
rates 40% in the past 15 years, and 
12 national newspapers increased 
line rates 70%. 

Noting the postal rates were un- 


changed during the period, he 
“I submit that today it is 
patently obvious that the real costs 
which have hurt the publishers are 


said: 


not the costs which have been put 
on by the government, by postal 
rates. It is due to newsprint costs, 


rates.” 

Sen. Humphrey and Sen. Wil- 
liam Benton (D., Conn.) both pre- 
dicted the increase would be ab- 
sorbed by publishers, or passed on 
to advertisers. 


s Sen. Humphrey, Sen. Benton and 
Sen. Long are all former members 
of the postal committee. Noting the 
fact that fo.mer committee mem-| 
bers were behind the Douglas) 
|amendment, Sen. Long said, “We 
|} are no longer under pressure.” 

“Here we have a class of mail 
| which is subsidized to the point 
| that for every dollar the Post Of- 
| fice takes in, the cost to the Post 
| Office is $6. With the Douglas 
amendment, the cost will be $4! 
| for every $1. That is still one of the 
— subsidies the government 
pays.” 


@ Sen. Frank Carlson (R., Kan.) 
made a lone last-ditch stand 


oe - a 
—_ -» eo ee g 


plying the 60% boost exclusively 
to magazines. Quoting from testi- 
mony submitted by the emergency 
committee of small and medium- 
size magazines, he pointed out that 
38% of 207 magazines had losses! 
in 1950; 50% earned less than $30,- 
000; another 9% less than $75,000; 
and only 3% more than $75,000. 

“I urge the Senate to consider 
most seriously before it votes to 
piace the proposed tax on all mag- 
azines inasmuch as such a tax 
probably would destroy many of) 
the magazines now published.” 


@ On the rolicall, eight Senators 
who voted against a 60% increase 
for all second class, switched and 
voted for a 60% increase on maga- 
zines. The eight were: Sen. 
Thomas C, Hennings Jr. (D., Mo.), 
Sen. Lister Hill (D., Ala.), Sen. 
Clyde Hoey (D., N. C.), Sen. Les- 
ter Hunt (D., Wyo.), Sen. William 


, against the Long amendment, ap- E. Jenner (R., Ind.), Sen. Joseph 


R. McCarthy (R., Wis.), Sen. Her- 
bert O’Conor (D., Md.), and Sen. 
Joseph C. O'Mahoney (D., Wyo.). 

The Senate postal bill also re- 
scinds catalog and parcel post in- 
creases which are to be effective 
Oct. 1, under an order of the In- 
terstate Commerce Commission, 
and substitutes somewhat milder 
increase schedules. 


Ferguson Equipment to Power 

Ferguson Equipment Corp. 
Pittsburgh heat treating furnace 
manufacturer, has appointed Ed- 
ward M. Power Co., Pittsburgh, as 
its agency. Trade publications and 
direct mail will be used. 


Appoints Maybelle F. Hall 


Maybelle F. Hall Co., New York, 
has been appointed agency and 
promotion counselor for Douglas 
of California, maker of Zipper 
slipper socks. 
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iF Magic Folder 


The Trickiest Most Useful Billfold 


Ever 
AN INTRIGUING GOOD-WILL BUILDER 
Solves your “search” for a “different” 


name-imprinted novelty give-away. Magic- 
ally and mysteriously locks bills securely 
under cross straps—with ao quick “turn 
over’ of the Folder—seporotes dollor bills 
from larger bills in o twinkling—oppears to 
change serial numbers from one dollar bill 
to another, each time the Folder is opened. 
Size 6%" x 3¥%_" closed; pure virgin vinyl 
plastic; won't dull; outwears leather; a mod- 
ern rep it for the tional wallet; 
for pocket or purse; color choices. Write 
today for quantity prices and circular. 
CHARMS & CAIN (mfrs.) 

407 S$. Dearborn St., Dept. AA-3, Chicage 5, Hil. 


but Bee 


is a newspaper 


The busy collector of honey is completely oblivious of 


the question of lower case or capital letters. Not in- 
different, however, are the folks who put out news- 


| 


papers named for Apis mellifera. 


For the same reason, we have a lively interest in the 
use of a capital initial for Coke, the friendly abbrevia- 
tion for Coca-Cola. Spelled with a lower case “‘c,”’ it 
means something entirely different. 


Coke and Coca-Cola are 
distinguish our product. 


registered trade-marks which 
And good practice requires 


bee is an insect 


why we ask you always to spell Coke with a capital 


“C.” It’s as important to us as the use of a 


capital 


initial in the spelling of a newspaper’s name. 


Ask for it either way 
... both trade-marks 


mean the same thing. 
” 


| 
TRADE MARK & 


Coke 


TRADE MARK © 


the owner of a trade-mark to protect it diligently. That's 


THE COCA-COLA COMPANY 


to labor costs, to professional costs, 
to the costs of interest, capital 
costs, to taxes and other things, 
but it surely is not due to postal 
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No. 4089. Drug and Grocery Route 
List for Ventura. 

The Star-Free Press, Ventura, 
Cal., offers a new “Retail Grocery 
Store and Drug Store Route List” 
giving names and addresses of 
dealers in the area served by the 
paper. A map adds to the utility 
of the booklet, and the various spe- 
cial merchandising services of the 
newspaper are mentioned. Impact 
of oil production and Navy pay- 
rolls on the economy of the area 
is discussed 


No. 4095. Best-Read Hospital Ads 
Analyzed in New Book, 

“1951 Top-Rated Advertise- 

ments” is a new book offered by 


Hospital Management in which the 
results of a Chapelle readership 
illustrated 


test are reported and 
with interpretive comment. The 
advertisements studied are those 


on which the publication's annual 
citations for excellence in adver- 
tising are based, and is good read- 
ing for all who wish to reach the 
hospital field 


No. 4096. Readership and Reactions 

of Young Women 

“Magazine Attitudes,” the first 
in a series of surveys of the 
teen market, titled “The Girl Un- 
der Twenty,” has been announced 
by Seventeen. It studies magazine 
readership, reactions and buying 
esponse based on a national sur- 
vey made by the A. J. Wood Co. 


new 


4097. Livestock Feed Sales Up 
in lowa 

Wallaces’ Farmer & lowa Home- 
stead offers a new statistical study 
of livestock and poultry feed pur- 


No 


objects onto 


chases by counties for the state of 


Iowa. Over the last ten years a 
34% increase is noted. 


No. 4098. What Beauticians Wear. 

Modern Beauty Shop offers a 
new survey, “Uniform Preferences 
and Wearing Habits Among Beau- 
ticians,” covering fabrics, colors, 
sources of purchases, prices paid, 
etc 


No. 4099. Aid for Artists. 

Merritt Lacey Corp. offers a 
folder, “Something New for Art- 
ists,” describing the Lacey-Luci 
copying machine. It will project 
the image of art copy or small 
paper, enlarging or 
reducing being handled by cali- 
brated dials. Will also make photo- 
copies, serve as process camera, 
etc. In use by many major art de- 
partments 
No. 4100. Who Owns Stocks and 

Bonds? 

Time offers a new booklet, “An 
Analysis of the Market for Cor- 
porate Securities Among Upper 
Income Families,” which covers 
the characteristics of upper-income 
stock-owning families, market val- 
ues by type of family, when they 
bought, how much, and why— 
their opinions, attitudes, and pur- 
chasing motivations. 


No. 4102. How to Contact Govern- 
ment Buyers. 


Federal Procurement & Subcon- 


tracts offers a new list of the 600 


most important federal procure- 


ment agencies. The list covers the 


agencies placing about 85% of all 


defense orders, totaling $4 billion 


monthly. 


Note: Inquiries for the items listed above will not be serviced beyond Oct. 29. 


USE COUPON TO OBTAIN INFORMATION 


| Readers Service Dept., ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Il. 


‘| Please send me the following (insert number of each item wanted 


—please print or type) 


+) NAME 
COMPANY ........ 


CITY & ZONE .... 


I  cescateneesescsenvnsvsiiasinitincienenneniiieiinsnian 


| and layout ong important 


Rates 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


per line. Add two lines for box number. 
Preceding publication date. Display classified takes card rate of $12.00 per 
column inch. Regular card discounts, size and frequency, apply on display. 


90¢ per line, minimum charge $3.60. Cash with order. 


Deadline Wednesday noon 12 days 


Advertising Age, September 17, 1951 


Figure all cap 


HELP WANTED 

aoe aaa ae & PUBLISHING 
FOR ALL TYPES OF POSITIONS 

GEORGE WILLIAMS—PLACEMENTS 
209 S. State St Ha 7-2063 Chicago 

ADVERTISING AND SALES 

PROMOTION MANAGER WANTED 
Must be familiar with advertising and 
merchandising consumer products. Will 
spend much time in field on sales promo- 
tion and dealer training. Should be college 


graduate between ages 30 and 40. Famili- 
arity with cameras desirable Please 
write stating experience, age. educa- 
tion, salary required. Address inquiries 
to 

Assistant to the President, Argus Cam- 
eras, Inc., 405 Fourth St.. Ann Arbor, 
Michigan 


25% PARTNERSHIP INTEREST 


Very profitable leading trade journal 
wants active managing partner, 28 to 45, 
with ad production and executive experi- 
ence, capable helping add other journals, 
build larger business, away from older 
publishing centers. Big opportunity. Up 
to 25% share in all publications, pro- 


portionate with initial payment for share 


in current property at 80° of appraised 
value. Give net worth, showing ability 
to raise $10,000 min. cash requirement 
‘Balance Easy Terms.' Include photo 
Sell self first letter, listing all posi- 
tions, dates, duties, salaries for past 
10 years 


Box 4004, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
DIRECT MAIL 

Small national mfgr. needs capable promo- 
tional advertiser - must be alert to all 
class mailings and responsible for lists - 
layouts & help. Opportunity 
P. O. Box 869, Alliance, 


Ohio 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 
SALES EXECUTIVE WANTED 
Wanted -a 35 to 40 vear old newspaper 
advertising manager with lots of steam 
and ideas to be assistant to manager of 
sales of old and highly successful business 
paper company. Situation could quickly 
develop into head of department with 
excellent salary if right man had it 
All applications considered confidential 
Write giving name, present position, age, 

home address, to 

Box 4005, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 
SPACE SALESMAN: $6000 minimum sala- 
ry plus commission to producer able to 
sell at least six 3-month contracts a week 
magazine. Unit ad 
month. Experienced 
salesman or girl preferred. Copy 
Send photo 


for local consumer 
rate about $20.00 a 
space 


with resume’ 

Box 4006, ADVERTISING AGE 

200 E. illinois St., Chicago 11, Ill 
LAYOUT ARTIST...$5200 to start. I need 
a fellow or girl who can assist with and 
take over layout, typography, and gen- 
eral format improvement on new monthly 
16-page home magazine—everything from 
the plan of the dummy to execution of the 
comprehensives, type specif, and paste- 
up of etches. Ability to ink or wash in 
simple spots and diagrams desirable. Most 
important is fresh imaginative ability 
Send samples, resume’, and photo to 
Box 61, Geneva, Illinois 
IS THIS YOUR OPPORTUNITY? 
Farm equipment manufacturer has im- 
mediate opening for experienced adver- 
tising and sales promotion man to assist 
in planning and executing complete mer- 


the SWING i's to 


MAXWELL 
BOARDWALK 
DISPLAYS 


WHATCHA GOT? 


Got some service or equipment to sell? 
Got a yen to move on to greener pas- 
tures? Got to get a man to fill an im- 


portant job? Then tell the advertising 


world about it right here in the classi- 
fied columns of ADVERTISING AGE. 


Result-reports from advertisers prove 


that it gets jobs for men, and men for 
jobs, in all salary brackets and in all 
parts of the country. Being primarily 


a news paper, ADVERTISING AGE’S 


classified columns are read most thor- 
oughly—AND GET RESULTS! 


& programs, to plan and produce 
direct mail, catalogs and point-of-sale 
material. Experience in merchandising 
to hardware, implement and farm supply 
trades highly desirable. This company 
is an established, aggressive firm, the 
leader in the several major equipment 
lines it manufacturers. Write, giving de- 
tails of previous experience, age, salary 
expect 

Box 4013, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

ASS'T CIRCULATION MANAGER 
FOR DOWN BEAT MUSIC MAGAZINE 
Must be experienced and live in Chicago. 
Write or phone Tom Herrick, Down Beat, 
203 N. Wabash, Chicago, Ill. ANdover 
3-1612 


‘REPRESENTATIVES WANTED 


POSITIONS WANTED 


ADVERTISING 


from direct mail to outdoor 
to fit into any organization 
Opportunity for future important 


flexibility. Knowledge of all 


Box 3995, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


& PROMOTION MGE. 
Thoroughly experienced yet young enough 
media 

Experienced 
XX,XxXx salary 


Six 


and services 
and other 
counts in 
ested in 


Aggressive, 


EXPERIENCED 
ACCOUNT EXECUTIVE 
years in radio plus fourteen 


consumer and 
two Chicago agencies 
agency 


Box 4007, 
200 E. Illinois St., 


BUSINESS 


ADVERTISING AGE 
Chicago 11, Ill 


BUILDER 


Success 
ideas 
new; seasoned, 


stories on copy, 
Holds old 
capable 
Available 
Box 4008, ADVERTISING AGE 
200 E. illinois St., Chicago 11, Ill 


years’ 
thorough experience in agency procedures 
Top man on national food 
industrial ac- 
Inter- 
building future with well-es- 
tablished Midwestern 
erences 


Client ref- 


alert 4-A account executive 
wants participation with growing agency 
Knows food, beverage, heavy-goods f.elds 
thoroly 
promotional 
develops 
airmail summary request 


sales 
accounts, 
Send 
now 


AGRICULTURAL PUBLICATION 
ADVERTISING MANAGER 


Seeks position with agency or mfg in Ag 
tield 
production exp. 


Managerial, sales, promotion 


Salary over $5,000. Write 
Box 4009, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


and 
Knows farm market. Age 
college degree. Midwes: or West pre- 
terred 


Clean 
nat. adv. is 
my layouts to retain 
down 
write 


CREATIVE LAYOUT WORK WANTED 
layout for 
finish art for 
also holds 
service 


job, wherever 
needed. Do 
‘feeling’ 
fast reliable 


crisp 


For 


cost 


Box 4010, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


|R. 1, 


Solid 
sales, 
ad manager 
sume 
Available 


LOOKING FOR SOME NEW TALENT? 

space 
and retail 
Present horizon limited. Re- 
only 


background in 
small agency 


newspaper 
operation 
upon request. New York 
Oct 
Box 4011, 
200 E. Lilinois St 


Ist 
ADVERTISING AGE 
, Chicago 11, Ill. 


MISCELLANEOUS 


Stock Photos 


J. 
1221 Farnam On 


AGRICULTURAL btn ey 6 ln 
GORDON MILLER 


Special Assignments 


aha 2, Nebr 


A GUIDE TO ART PRICING 


38-page Lllustrated Manual for determin- 
ing cost of Advertising Art; 
ward; Up-to-Date; 
Read form - a necessary 
Everyone 
$2.00, 
Wash. Bridge Station, 


Reliable; 


in the 
Postpaid 


Graphic Arts 
Roy Jacobs, 
New York 33 


Straight for- 
in Easy-to- 
working tool for 
Industry 
Box 162, 


| INDUSTRIAL ADVERTISING 


MANAGER WANTED 
Naticnally-known heavy industrial firm 
in Chicago orea wants an advertising 
man of executive caliber. Preferable 
age 30-40. Should have several years 
solid experience in industrial adver- 
tising and selling. Must be capable of 
handling real responsibilities immedi- 
ately, and of moving in the future to 
an important executive position. Sol- 
cry is open, depending upon back- 
ground and evidence of ability. 

C. C. CHAPELLE 


Monagement Consultants in Marketing 


308 W. Washington Chicago 6 CE 6-8814 
PUBLISHERS 
Betnhlichad h 


tive in pA ae with years of suc- 
cessful advertising sales and man- 
agement experience, newspapers, 


PUBLISHER'S 
REPRESENTATIVES 

Food trade publication with excellent 
potential seeking established representa- 
tives in East, South, West Coast. Please 
give full details, and commis- 
sions expected 

Box 4012, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 


territory 


magazines, and business 
publications. Will become available 
for a sound capable publisher with 
established book or books in any 
good category; either as representa- 
tive or full time Western Manager. 


Box 7964, Advertising Age 
Chicago 11, Ill. 


200 £. Illinois St., 


in famous... 


ATLANTIC CITY 
Millions 


MAXWELL DISPLAYS 


Se 


Dominion Mill's Ad 
Budget Boosted 15% 


MontTreEAL, Sept. 11—-Dominion 
Burlington Mills has stepped up 
its advertising budget 15% to in- 
clude increased use of color in 
weekend supplements and _ busi- 
ness publications, C. W. MacLean, 
sales manager, announced today. 

Dominion Burlington's new pick- 
and-pick rayon fabric, soon to be 
produced in its recently compieted 
plant at Sherbrooke, Que., will be 
allotted special attention in the 
1952 program. But general em- 
phasis, Mr. MacLean said, will be 
on the company’s full line of rayon 
suitings, shirting and rainwear. 

Media to be used include Toronto 
Star Weekly, Montreal Week-end, 
Montreal La Patrie, and the busi- 
ness papers Style and Men’s Wear 
of Canada. Color and special posi- 
tions will be used. 

Anderson, Smith & Cairns, Mon- 
treal and Toronto, Canadian sub- 
sidiary of Anderson & Cairns, New 
York, handles the account. 


Villalon to Fitzgerald Co. 

Luis J. A. Villalon, formerly 
managing editor of Modern Indus- 
try, has joined Stephen Fitzgerald 


Co., New York public relations 
organization, as a principal asso- 
ciate. 


| R. W. Goff Inc. Moves 


R. W. Goff 
agency, 
, Washington Ave. 


Inc., Providence, 
has moved to 1 


TOP-NOTCH 
AGENCY 
EXECUTIVE 


With Outstandingly 
Successful Experience 
In PROPRIETARIES 


Available When Right 
Opportunity Presents Itself 
(Preferably In Midwest) 


Prolific idea man with emphasis 
on showmanship. Unusual flair for 
dramatic, proprietary mass-sale 
approaches that ring the bell! 
Has solid agency know-how. 
Can fit in practically every phase 
of agency operation from 
Administration to new business 
solicitation from framing 
complete basic campaigns to pinch 
hitting for Account Executives. 
Personable, capable, works well 
with Top Management. Wears 
well as evidenced by servicing 
same accounts up to 14 years. 
Merchandising groups respond 
actively to his contagious en- 
thusiasm. 
His direct-action thinking . . . 
his aggressive sales promotion 
. are patterned for tough sell- 
ers’ markets. He is responsible 
forh ized campaigns in wide- 
ly diversified fields—tangible and 
intangible—that pay off at the 
cash register. 


BOX 7927, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


SPACE SALES 


Resourceful, clear-thinking space sales- 
man of executive caliber seeks contact 
with successful publisher Chicago area 
who needs man to present his sales story 
intelligently and effectively. May I bring 


you particulars? Address Box 7952, Adver- 
tising Age, 200 East Illinois St., 
11, Illinois 


Chicago 


PROMOTION EXECUTIVE 

ROUNDED INDUSTRY BACKGROUND PLUs: 
PROFESSIONAL WRITING, MEDICAL 
TRAINING, EXPERIENCE IN 


FACTURER. SALARY DESIRED: $7500. 
7965, Advertising Age 


Box 
11 FE. 47th St. New York 17, N.Y. 
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UNIQUE PACKAGE—Otis E. Glidden & Co., Milwaukee, expects its new package 


for Zymenol laxative to win extra space in drug pl 


di he " 


ge is printed | 


T 
in three colors, with half a Zymenol bottle pictured on the front and bock panels. 


When any two packages of the some size 


are arranged side by side, o picture of | 


the complete bottle emerges. Glidden’s national advertising will teil consumers to 


“look for the package illustrating half a bottle.” K 


L 


Corp., Mil 


» Pro- 


duced the package. Paulson-Gerlach & Associates there is the consumer agency 
for Glidden. 


Live TV or Film? Niles Suggests 
Admen Think About Repeat Value 


Cuicaco, Sept. 11—The solution 
to the problem of whether to air a 
TV show live or put it on film 
depends largely on the answer to 
the question: “Does the program 
have any repeat value?” If it does, 
film is indicated, according to 
Frederick A. Niles, TV producer 
at Kling Studios. 

Speaking at the opening meeting 
of the Advertising Executives Club 
of Chicago last night, Mr. Niles 
contended that the average mys- 
tery show budgeted at $9,000 live 
could be put on film for about the 
same amount. 

And he pointed out that several 
dramatic shows which cost $12,000 
to produce are being filmed—at a 
loss to the movie producer—for 
$9,000. The sponsor pays $9,000 tor 
first run rights in all TV markets 
and the producer retains rights to 
the program for second and ihird 
runs. 


es However, Mr. Niles declared 
that film “just doesn’t make sense” 
when local programming is con- 
sidered “unless there is some dan-| 
ger involved—such as the possibil- 
ity that the dog might choose the 
wrong dog food.” 

Mr. Niles predicted that admen) 
in television will set a new high) 
in mortality rates within the next 
ten years because of the terrific 
pressure in all phases of TV. 

He said he felt that too few ad- 
men appreciate the complexity of | 
video commercial production on | 
film. “We are frequently asked 
why, if an amateur photographer | 
with a 16mm camera can take good 
pictures on a 100’ roll of film cost- 
ing around $6, we can't produce a| 
good TV commercial for much less | 
than we currently charge.” 


se “The answer,” Mr. Niles said, 
“lies in the steps necessary to pro- 
duce a ‘simple’ commercial.” 

Step No. 1 involves the filming 
of the original negative, with sound 
synchronized on the film in the 
separate sound recorder. (To check 
the sound immediately, a tape re- 
corder also is used—this eliminates 
the necessity for developing the | 
film in the sound recorder in order | 
to decide whether it is right.) 

Step No. 2 involves developing 
the original negative and making a 
rough work print for editing pur- 
poses. Since a film producer shoots 
from five to ten times as much} 
film as is actually required—some- 
times 15 or 20 times as much—he 
also must use the same amount of 
film for the rough print. 

Step No. 3 involves cutting the 
work print and putting it back to- 
gether in the desired sequence. 


s In step No. 4, the editor matches 


ee = 


the sound and picture in a rough 
cut to be sure that the basic se-| 
quence and sound meet with the 
client’s approval. 

In step No. 5, a fine grain print 
is made from the original negative 
and whatever optical effects are} 
desired are included at thistime. | 

All of these steps, incidentally, 
follow the preliminary work of 
building sets, rehearsing actors and 
announcers, making color correc- 
tions for labels of the product, etc., 
etc. 

“Anybody who produces film 
commercials can cut time corners,” 
he declared, “but he cuts the qual- 
ity at the same time. A full six 
weeks should be allowed for even 
the simplest commercial. For an) 
animated commercial, add another 
three weeks, at least.” 


es Mr. Niles pointed out that, since 
film moves at 24 frames a second, 
an animated commercial 20 sec-| 
onds long may involve as many as! 
480 separate drawings. If the ani-| 
mation sequence is relatively sim-| 
ple, this may not present too many 
additional problems, but the addi- 
tion of a cheering crowd, for ex- 
ample, may jump the entire budget 
50%. 

“You can achieve any optical ef- 
fect on film which you can im- 
agine,” he declared, “but just 
remember that each effect presents 
its own problems and each effect 
runs up the cost.” 

He mentioned that two film pro- 
ducers (Ziv and Snader) now are 
shooting in color and then making 
b&w prints for TV use so that they 
would be set for color TV when 
it comes. He indicated, however, 
that his organization felt use of 
35mm b&w film in shooting and 
subsequent reduction to 16mm of- 
fered certain distinct advantages. 


s “Eighty-five per cent of the 
television film producers are not 
making money today,” he declareti. 
“They are all working for the day 
when 2,000 stations will be on the 
air. . .The small stations—after the 
‘freeze’ is lifted—will either have 
to rely on the networks or on film 
for their programming, I believe, 


| because they just won't be able to 


afford 
shows.” 

Mr. Niles made it clear that he 
was not referring to kinescope film, 
old movies or amateur 16mm film, 
but rather to professional movies 
shot especially for television. 

“If there were any question 
about the effectiveness of TV pro- 
grams on film,” he declared, “the 
performance of ‘Fireside Theater’ 
on the rating list should have an- 
swered it.” 

He pointed out, 


to program their own 


however, that 


all of the labor jurisdictional ques- 
tions presented by television have 
not been solved and that the jur- 
isdictional problem may become 
acute at any time. 


Sylvania Offers Premium 


Sylvania Electric Products, New | 
York, will use half and two-thirds 
pages in October and November | 
issues of Better Living, Every- 
woman’s Magazine, Good House- 
keeping, Look and McCall's to 


promote a light bulb premium. | 


Consumers will get an aluminum 
“handy-tongs” for 25¢ and the 
outside of packages of four light 
bulbs. Cecil & Presbrey, New York, 
is the agency. 


New Mexico Appoints Agency 
Advertising Council of New 
Mexico, Albuquerque, has been 


jappointed agency for the New 


Mexico State Tourist Bureau, 
whose advertising budget for the 
remainder of the year and 1952 is 
approximately $231,000. Although 
TV and other media are being 
considered for '52, the $31,000 ap- 
propriated for this fall will be 
spent in newspapers. 


Weintraub Appoints Two 

Murray Goodwin, formerly copy 
supervisor of several accounts at 
Kenyon & Eckhardt, has been 
named copy chief for Kaiser- 
Frazer at William H. Weintraub & 
Co., New York. Added to the agen- 
| cy’s copywriting staff was Gilbert 
Collins, previously of Warwick & 
Legler. 


87 
Shifted By Kagran 


Inez M. Pierson, merchandise 
promotion director of Kagran 
Corp., TV program producer and 


merchandiser, is adding public re- 
lations to her duties. The present 
publicity director, Leila E. B. Had- 
ley, will leave soon for a tour of 
the Far East, where she will write 
magazine articles. 
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NEW Advertisers 


FIRST 6 MONTHS OF 1951 


© These new advertisers will cash in on the tre- 
+ mendous selling-power of FURNITURE AGE... 
| king-sized poge thot gives dominance to their 
sales messoges . . . 
120 doys... 
customers . 
Readers have 65% of the buying power of the 
3% billion Home Furnishings Field. 


ods hove overage life of 
sells the Deoler ond the Dealer's 
. 47 readers per copy . . . Deoler- 


() FURNITURE AGE 


PUBLISHED MONTHLY BY THE HO RENO COMPANY 


4753 N. BROADWAY * CHICAGO 40, 


ILLINOIS 


Prominent Users of Strathmore Letterhead Papers: No. 95 of a Series 


oa ! _Tayl r Insleument ll 


= 


With painstaking 
skill an expert 
craftsman makes @ 
delicate adjustment 
on a Tycos 
Sphygmomanometer, 
the Taylor-made 
blood pressure 
measurement 
instrument that is 
used in all parts 

of the world. 


QUALITY... 


a precision tool for building reputation 


L. 


a Neee 


A INO TER AN A I I A A Sia A A 


In the Fall of 1851 two young men pooled their slender resources and 


their considerable skills and energies, and in the best American tradi- 


tion started a one-room business manufacturing thermometers. 


Now, 


100 years later, Taylor Instrument Companies, of Rochester, 


New York, is acknowledged to be one of the leading manufacturers 


in its field—producing 8000 variations in controls and measuring 


instruments for 


industry, science and the home. 


Such a company, schooled in a tradition of precision perfection, 


mirrors its background of quality in every phase of its business . . . 


selects the character of a Strathmore paper for its special centennial 


year correspondence, as it has for its letterhead for many years. 


Strathmore quality in a letterhead gives a 


“precision” 


impression, 


scrupulously interpreting to the reader a basic soundness and tradi- 


tion. Let your supplier submit new designs, or proofs of your present 


letterhead, on Strathmore paper. Weigh the results against the effect 


of your present sheet. You'll find that the quality expressed by Strath- 
more papers is a really tangible thing. 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, Thistlemark 
Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Writing, Strathmore Bond. 
Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass. 


STRATHMORE 


MAKERS 
OF FINE 
PAPERS 


Strathmore Pa aper Company, West Springfield, Massachusetts 
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FOR BOND DRIVE—Here are two ads prepared under the auspices of Treasury De- 

partment and the Advertising Council for the nation’s defense bond drive which 

began Labor Day and lasts through Oct. 27. Foote, Cone & Belding prepared the ad 
on the left, J. Walter Thompson Co. the one on the right. 


Vircinia Beacnw, Va., Sept. 10— 
“We consider the Benton proposals 
{for a citizens’ advisory committee 
to review TV programming and 


television board served notice that 
it intends to fight any and all at- 
tempts to remake U.S. commer- 
| cial broadcasting. 


3 — report to Congress] potentially 
ar s WA more dangerous to free expression 
: : ; a hn, than any legislation that has been 
4 ; Pd. ‘ before the Congress in the 30-year 
= . : history of American broadcasting.” 
us ' With this declaration, the tele- 
< | Do you feel as though you'll vision board of directors of the 
ie never get out from under the National Assn. of Radio and Tele- 
ae vision Broadcasters last week took 
as sword? There probably — ” up the cudgels in an all-out fight 
we lot of reasons for that feeling, against the forces which, it be- 
4 but if it's production problems lieves, are out to secure govern- 
7 that are causing it you should per temo” mm of all communi- 
a contact Pontiac. We've had In one of the strongest protests 
e AO years experience in service ever voiced by the NARTB, the 


* ho the advertising profession— 
‘ and only Pontiac has six 
unified services all under one 
oof! We help dozens of busy 
dvertising executives and 
roduction men every day and 
you'll call or write we'd be 
lad to show you how we can 
7 you get out from under. 


\s The Benton proposals (in S. 
| 1579 and S. J. Res. 76), the board 
| declared, mean that “it is but one 
| step from an advisory body to one 

| that controls—and only one fur- 

| ther step, so casually taken, to 

control of all media—the press, 
motion pictures and books, as well 
as radio and television.” 

| The statement asserted that: 

| “Implicit in it are all of the evils 
of censorship and abridgement of 

| free expression against which this 
nation’s free citizens have fought 
for generations.” 

“Can 11 persons,” the board 
j}asked, “determine the tastes of 
| 120,000,000? And if they should, 
| through whatever means, force the 

deletion of a single broadcast pro- 
gram, is this not censorship?” 


'@ The NARTB resolution was di- 
rected to Sen. Ernest W. McFar- 
| land (D., Ariz.) and Sen. Edwin C. 
| Johnson (D., Colo.). It explained 


that “the board members address 

ART , this communication to you, and re- 

WORK | lease it publicly, not alone because 
PHOTOGRAPHY |of the directors’ concern for the 


welfare of a free American in- 
stitution—but, more importantly, 
because of their conviction that the 
American people must understand 
the issues involved and the extent 
to which the senator from Con- 
necticut evidently intends to go to 
obtain his ends.” 

NARTB's television board of di- 
rectors also adopted a resolution 
authorizing the association to ap- 
pear at any hearings which in- 
volve possible transfer of TV 
channels to theater television. 

The engineering committee re- 
port also dealt with the standardi- 
zation of slides, opaques and TV 
film; air alerts in the event of war 
and potential shutdown of TV sta- 
tions, and appendices A and B 
of the Federal Communications 
Commission's third ruling on: pro- 


yPooRArh! UNIFIED 
SERVICES 


on™ 


Pontiac 


Engraving & 
Llectrotype Co. 


= 812 W. VAN BUREN STREET 
HA ymorket 3-1000 © Chicago 7, Illinois 


| standards plan, 


NARTB’s Television Board Calls Benton's 
Proposal Dangerous Threat to All Media 


posed rule making. 


@ On the subject of the reserva- 
tion of television channels for edu- 
cational use, the board decided to 
leave resolutions to local broad- 
casting groups, which are more 
familiar with local situations. 

It left no doubt, however, that 
telecasters are prepared to and 
intend to draft programming rec- 
ommendations for advancement of 
education and culture and pres- 
entation of religious and com- 
munity relations programming. 

These recommendations will be 
part of an over-all TV program) 
which also will 
cover advertising practices on TV. 
Robert D. Swezey of WDSU-TV, 
New Orleans, is chairman of the | 
full committee and Walter Damm) 
of WTMJ-TV, Milwaukee, is chair- | 
man of the subcommittee on ad-| 
vertising practices. 
a The committee will report to a 
meeting of the full NARTB mem- 
bership in Chicago on Oct. 19 to 
act upon the program standards 
committee’s recommendations (the 
full committee meets in Washing- 
ton Oct. 2). It is probable that the 
Benton proposals will come in for 
additional discussion at that time. 

NARTB’s television directors al- 
so endorsed the association's new 
publication plan, which involves 
publication of a weekly bulletin 
containing details of FCC actions 
and reports on such agencies as 
the Federal Trade Commission and 
the National Production Authority, 
and two semi-monthly newsletters. 

Before adjourning, the board al- 
so heard a report on the NARTB 
baseball committee now being 
formed, and it authorized the em- 
ployment of another staff member 
for the association’s television 
staff. 

In the first four months of its 
existence, incidentally, the video 
section of NARTB has obtained 


92% of its projected budget of 
$150,000 for the first fiscal year. | 


BAKER LAUNCHES NEW 


AM AUDIENCE CHECK | 


WASHINGTON, Sept. 10—Dr. Ken- 
neth Baker has resigned his posi- 
tion as NARTB director of research 
to launch an independent, indus- 
try-wide measurement of radio 
station audience and coverage. 

The new organization, which has 
been named Standard Audience 
Measurement Service, will be lo- 
cated in New York. Said Dr. 
Baker: “I feel rather strongly that 
the industry needs such a meas- 
urement very badly. However, I 
regret very much the termination 
of the most pleasant professional 
experience I have had. 

“My 5% years with the associa- 


| tion,” he continued, “have taught 


Advertising Age, September 17, 1951 


me much and I have made many 
friends. Fortunately, these alli- 
ances will not be broken because 
in a very real sense I will still 
be working for the industry.” 
The new organization will seek 
to bring the two previous Broad- 
cast Measurement Bureau studies 
up to date and will base its work 
on the same principles, with modi- 
fications, used in the BMB sur- 
veys. Key question in any new 
study, of course, is the extent of 
TV's effect on radio listening. 


SMITH IS APPOINTED 
NARTB FM DIRECTOR 

WasHINGTON, Sept. 11—John H. 
Smith Jr., for the past eight years 
advertising and promotion man- 
ager of the Bureau of National 
Affairs Inc., has been appointed 
director of the frequency modula- 
tion department of the National 
Assn. of Radio and Television 
Broadcasters. 

Mr. Smith replaces Edward L. 
Sellers, who resigned to join Carl 


Byoir & Associates on the West 
Coast. 


Forms Denver Agency 


Edward Wolf, formerly with 
Glenn Brill Advertising Agency, 
has organized Edward Wolf and 
Associates, 508 Kittredge Bldg., 
Denver. Katherine Crocker, for- 
merly editor of the Vermont Va- 
cation Guide, is office manager 
and copywriter, and Jose Man- 
zares handles production. 


Zurich-American Gets Film 


Paragon Pictures Inc., Evanston, 
Ill., has produced a sound-slide 
film for Zurich-American Insur- 
ance Companies. Titled “Stop, Look 
and Beware,” the film deals with 
the observing and heeding of vari- 
ous types of signs in industry, traf- 
fic situations and public places. 


Federated Buys Sanger Bros. 

Following dissolution of a tem- 
porary restraining order, Feder- 
ated Department Stores, Cincin- 
nati, has purchased Sanger Bros., 
Dallas department store. 
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Hooper Pays for 
a Test of Radio 


Advertising Age, September 17, 1951 


To show this “agreement” be- 
tween Hooper and Nielsen, the re- 
searcher took U. S. Hooperatings 
and Nielsen ratings as of the fall, 
1949, on 73 daytime and 104 night- 
time network programs, and com- 


| pared them. Hooper’s average day- 


Program Ratings © 


(Continued from Page 1) 
‘tuning’), both can be accepted as 
correct,” Mr. Hooper said. 

“It will then follow that when) 
Pulse roster-recall (listening) is 
applied and produces measure-| 
ments, in the same population, | 
which are different from telephone 
coincidental (listening), Pulse can- 
not be accepted as producing ac-| 
curate audience size measure- 
ments,” he continued. 


@ In announcing his plan, Mr. 
Hooper emphasized that it was an 
attempt to follow through on a 
project set in motion a year ago 
by KJBS. At that time, Stanley G. 
Breyer, commercial manager of 
the radio station, called for an im- 
partial test of Pulse ratings vs. 
Hooperatings to clear up the con- 
fusion which results from “hav- 
ing two umpires behind the plate— 
as well as two sets of rules.” 

Both rating services agreed to| 
submit their findings to such a 
test and a committee of research | 
experts, headed by Dr. Kenneth | 
Baker, then research director of 
the National Assn. of Radio & Tele- 
vision Broadcasters, was appointed 
to implement the proposal. This 
group decided its scope should be 
broadened to include an evalua- 
tion of all methods being used to 
measure radio’s audience. 


e After several months, the com- 
mittee dissolved itself in March, 
1951, after suggesting that the Na- 
tional Assn. of Radio & Television 
Broadcasters carry out a three- 
phase program for an over-all in- 
vestigation of the situation. Major 
project proposed—an analysis of 
all broadcast audience rating ser- 
vices to be based on an exhaustive 
questionnaire. The committee esti- 
mated that this investigation would 
cost $140,000. 

There have been no further de- 
velopments since this report. Hence 
Mr. Hooper's efforts to start the 
ball rolling again. 

Among those in attendance at 
the Hooper press conference was 
Stanley Breyer of KJBS, who 
sounded the original call to the 
colors in the crusade to clear up 
the “confused” rating picture. He 
was unable to stay to hear the 
completion of the Hooper presenta- | 
tion, but he gave the researcher 
tentative encouragement in voicing | 
hope that “maybe he was on the 
right track.” 


s In outlining his plan, Mr. Hoop- 
er said: 

“We conducted projectable U. S. 
Hooperatings at the same time 
Nielsen was producing projectable 
NRI ratings on network radio pro- 
grams. Some Nielsen subscriber, 
whose identity we have forgotten, 
furnished to us matching material 
from Nielsen reports for our an- 
alysis and comparative use at that 
time. The combined analysis of 
U. S. Hooperatings and Nielsen 
Radio Index taken on the same 
programs in the same area at the 
same time now serves to open a 
door which the industry is con- 
vinced has been slammed shut. 

“It is significant that when two 
methods, Nielsen and Hooper, were 
in 1949 found to produce figures 
which were the same (except for 
expected differences noted below) 
one of the two disappeared—in 
that instance, U. S. Hooperatings. 
Inasmuch as Hooper and Pulse | 
produce different measurements, | 
it follows even more logically that, 
if the accuracy of Hooper or Pulse| 
over the other can be established, 
the 


pear 


” 


inaccurate one must disap-| 


time rating was 4.02, against 5.07 
for Nielsen. Average rating for 
evening was 7.92 for Hooper 
against 9.29 for Nielsen. 

Mr. Hooper then showed charts 
for various cities exhibiting aver- 
age Hooper and Pulse ratings with 


| station differences ranging up to 


600%. In evening ratings in New 
York for February and March, 
1950, the difference was put at 
500%, for example. 


s Dr. Sydney Roslow, director of 
Pulse, expressed surprise that 
Hooper now purports to prove that 
Hooper and Nielsen national rat- 
ings agreed. 

“His releases in the past have 
stressed the differences,” Dr. Ros- 
low said. “If you take the ratings 
on a whole wide range there is no 
agreement between Hooper, Niel- 
sen or Pulse. Of course, if you're 
going to deal with averages, that 
serves to obscure and wipe out 
the differences in between. I per- 
sonally would feel that something 
was wrong if Hooper and Nielsen 
—with the things they measure 
being so different—were in agree- 
ment.” 


s On the question of noncompar- 
ability of rating services, he re- 
ferred to a letter which A. C. Niel- 
sen wrote to Mr. Breyer and which 
ADVERTISING AGE published last 
July. Mr. Nielsen said “major dif- 
ferences between Hooper and Pulse 
.. rendered it utterly impractica- 
ble to expect any substantial de- 
gree of agreement between the 
two...I can tell you in advance 
that there will be no logical re- 
lationship whatever between the 
Nielsen Radio Index on one hand 
and the Pulse or Hooper figures 
on the other hand. This is not only 
because of certain inaccuracies in 
the Hooper and Pulse systems but 
also because stations and programs 
vary widely in their popularity as 
between the central urban area 
and the entire area served by the 
station. If you could see such com- 
parisons, 
amazed. A comparison of the type 
just described could be made for 
the entire area covered by the San 
Francisco-Oakland station but it 
happens that we do not have 
enough Audimeters installed in 
that area for this particular pur- 
pose, and considerable time and 
expense would be involved in 


| making such installations.” 


e Asked for a comment on Mr. 
Hooper’s statement, Mr. Nielsen 
said: 

“The substantial differences be- 
tween Nielsen ratings (produced 
by automatic electronic Audime- 
ters) and those produced by any 
other method have been demon- 
strated clearly, and the basic rea- 
sons for these differences are now 
rather well known. 

“It is academic to debate whether 
coincidental phone ratings would 
agree closely with Nielsen ratings 


if measurements were confined to! 


telephone homes and to urban 
areas—because broadcasting itself 
is not actually confined to such 
homes and areas! The coincidental 
method is limited to about 25% of 
U.S. homes—and to a type of 
home (urban-telephone) very far 
from being representative of all 
U.S. radio listening or television 
viewing. 


e “The question of the relative 
merits of the methods used by 
Hooper, Pulse and others is one 
which should be settled by the re- 
search organizations who use such 
methods, and by the agencies, ad- 
vertisers and others who employ 
their services. 

“Leaders in the industry are al- 


you would be utterly) 


| SHOWS IN 6 CITIES 


receives congratulations of Ray McKinney 


50-YEAR MAN—Frank Tripp (left), general monager of the Gannett Newspapers, 


(center), president of J. P. McKinney & 


Son, New York, and Frank E. Gannett, president of the Gannett Newspapers, at 
dinner in Elmira, N. Y., marking his golden anniversary as o newspaper man. 


McKinney & Son is the 


Gannett representative. 


ready well aware of our own views 
regarding the serious nature of 
the limitations and inadequacies 
that are inherent in all audience 
research methods which depend on 
the memory of respondents or on 
their ability and willingness to 
keep detailed records of their lis- 
tening; which are unable to con- 
tact every member of the family 
and deal with all receivers in the 
home; which are unable to get 
data from a true sample of all 
homes; which are unable to fur- 
nish the many important types of 
analytical or diagnostic informa- 
tion that are essential to the most 
profitable use of radio and TV, and 
which cannot assure successful ap- 
plication of radio and TV to the 
marketing problems of the adver- 
tiser.” 


es Dr. Kenneth Baker, who last 
week announced his resignation 
from the broadcasters’ association 
to enter the radio audience meas- 
urement (circulation, not ratings) 
field, described the latest Hooper 
proposal as a “wonderful idea.” 

He evidenced some disappoint- 
ment that an industry organization 
hadn’t followed through on Mr. 
Breyer’s suggestion, “but nobody 
would put up the money.” 

Dr. Baker still considers the rat- 
ing service evaluation a job which 
should be done, endorses Dr. Chap- 
pell as a suitable person to make 
the analysis, and praises Mr. Hoop- 
er for being willing to finance such 
a project. | 


| 
HOOPER TO RATE TV 


New York, Sept. 14—C. E. Hoop- | 
er this week outlined detailed | 
plans for an augmented TV home 
Hooperatings service and empha- 
sized that these local ratings on 


;network programs can be com- 


bined or summarized as the cus- 
tomer sees fit. 

Starting in October, Hooper will | 
publish monthly ratings im the six 
cities accounting for nearly 50% 
of TV’s circulation. These are New | 
York, Los Angeles, Chicago, De-| 
troit, Philadelphia and Boston. 
First network to sign for this| 
service is American Broadcasting 
Co. 

In 17 other multi-station cities | 
his reports will be published six 
times a year. Most single-station 
markets will be covered at least 
three times a year, with all ratings 
to be shown on a single sheet 
which folds into a pocketpiece. 


s To circumvent questions as to 
whether such a comprehensive, 
compact TV service was permissi- 
ble under the terms of his contract 
with the A. C. Nielsen Co., which 


| H. W. Baumgartner Sells 


bought Hooper’s regional and na- 
tional radio and video services for 
$500,000 (Mr. Hooper's figure) 
early in 1950, Mr. Hooper read a 
letter from his lawyers. 

As a preface, the researcher ex- 
plained that negotiation proceed- 
ings with Mr. Nielsen over Hoop- 
er’s 12-city TV report, discontin- 
ued as of this October, have been 
“indefinitely postponed.” 


e Mr. Hooper's lawyer wrote: 

“In our opinion this report (the single 
sheet local TV ratings) and your practices 
with it are entirely within the letter and 
spirit of your agreements with Nielsen. . 
the arrangements had nothing to do with 
your local city reports. Both you and 
Nielsen have always been and are at 
present entirely free of restriction in the 
local city reporting field 

“I need hardly point out that the right 
to publish local reports includes the right 
to publish figures for network programs, 
regardiess of the extent or size of the 
network. ..There is nothing in the Niel- 
sen agreements to prevent your customers 
from combining or summarizing your 
local figures in any way that suits their 
needs.” 

Mr. Hooper also added that! 
there was nothing to keep him 
from instructing his customers how 
to go about averaging the figures 
into a national report. 


ARCH M. CLAPP 

CLINTON, Ia., Sept. 12—Arch M 
Clapp, 72, manager and co-pub-| 
iisher of the Clinton Herald since | 
1928, died today following a heart 
attack. He previously served with 
newspapers in Owosso, Sterling | 
and Dixon, Ill, and Fort Scott, 
Kan. 


‘Pit & Quarry’ to Employes 

H. W. Baumgartner, founder and 
president of Pit & Quarry since 
1916, has retired and sold his stock 
to company employes. At a meet- 
ing of new stockholders, James E. 
Montgomery, formerly advertising 
manager and currently v. p. of Pit 
& Quarry, has been elected presi- 
dent 

A. L. Smith, circulation manager, 
and W. A. Wilson, eastern adver- 
tising manager, have been elected 
v.p.s, and William T. Klussman, 
secretary, has been elected to the 
additional post of treasurer. 


Marcus Breir to Doyle Dane 
Marcus Breier Sons, New York, 
manufacturer of Briar Club 
sportswear and Bantamac jackets, 
has appointed Doyle Dane Bern- 
bach, New York, to handle its 
advertising. The account was for- 
merly serviced by Chernow Co. 


American Names Parsons 


Radio Audiences 
To Be Measured 


(Continued from Page 1) 
letter to station executives out- 
lining his plans for a study cover- 
ing the spring of 1952. 

Prices quoted to stations, based 
on their estimated audiences, 
ranged from $14,000 to $168. For 
most stations this is somewhat 
cheaper than the BMB charge, 
which was set on the basis of in- 
come. Broadcasters were asked to 
reply—contracts in triplicate were 
enclosed in the letter—by Oct. 15 
to enable Standard to get to work 
on the preparatory details of the 
measurement by Nov. 1. 

A minimum of $800,000 in con- 
tracts will be needed before the 
study can get under way, Dr. 
Baker said. He pointed out that 
this will be somewhat less expen- 
sive than the $1,200,000 paid for 
BMB Study No, 2. 


® His letter to broadcasters start- 
ed with a recital of the arguments 
favoring a new BMB-type meas- 
urement follows: 


Uniformity in the measurement of sta- 
tion audience and coverage has become 
a “must” in the buying of time by the na- 


as 


tional and regional sponsor. The use of 
and famiiiarity with two nation-wide 
coverage measurements by more than 


400 top national and regional buyers has 
created a strong desire for the continu<- 
ance of this basic type of station meas- 
urement 

More than any other measurement in 
radio, the BMB-type of circulation meas- 
urement offers opportunity for compari<-) 
sons with the basic circulation measure-f 
ments in the printed media. Many have) 
pointed out that it has long been to 
radio's serious disadvantage to be bought 
exclusively on « program-rating basis 
while its competitors are judged on a 
basis of gross circulation. Since the field 
work was done for the BMB Study No. 2 
‘spring of 1949) a number of important 
changes have occurred. Programs have 
shifted from one network to another, 
and from station to station. Over 400 
new stations have come on the air; over 
200 stations have increased their power 
or changed their frequency or both A 
whole new network has sprung into be- 
ing; all of these changes have created un- 
certainties in the mind of the buyer” 
which are almost always resolved ad- 
versely to radio's interest 


: 


@ The effect of television on radio's basic 
circulation is not known. Many buyers 
are assuming that radio should simply be 
written off in television markets and 
are subtracting all of the television fam- 
ilies from radio's circulation there. A 
1952 circulation measurement would yield 
a rather precise basis for estimating the 
effect of television and would, further- 
more, constitute a benchmark for the 
extension of these estimates into the 
future as new television stations come on 
the air. It would be the last such meas- 
urement of radio's circulation before the 
anticipated influx of new television sta- 
tions 

Standard Audit & Measurement Serv- 
ices Inc. has been organized for the pur- 
pose of picking up the ball left bouncing 
around the field by the dissolution of 
the Broadcast Measurement Bureau. 1 
have resigned as research director of 
NARTB in order to give my full time 
and attention to the launching of this 
new organization, which was created to 
do this and other important measurement 
jobs for the industry 


@ The measurement offered is the BMB- 
type of measurement with an important 
improvement. Audiences will be reported 
for morning, afternoon and evening peri- 
ods—instead of just the day and night 
separation previously reported. Further- 
more, stations who buy this report will 
automatically receive information con- 
cerning the audience of competing sta- 
tions, although the latter information will 
not be in a form that can be used by 
the non-purchaser. 

The price of the study to each pur- 
chaser is based on the estimated audience 
of the station involved. This factor in the 
cost equation traces back directly to the 
number of ballot-mentions, and it is this 
item which determines the cost of pro- 
ducing a report for any particular sta- 
tion. We feel that relating the cost of 
the study to station income is unrealistic, 
and works to the disadvantage of many 
stations 

You will notice that the price we have 
quoted is somewhat less than the amount 


Willis B. Parsons, a sales pro- 
motion copywriter at American 
Broadcasting Co., New York, since 
1948, has been appointed assistant 
manager of the company’s adver- 
tising and promotion department. 


you paid if you were a subscriber to the 
|industry’s previous measurement. This 
is possible only because we have based 
our estimates of costs on rock-bottom 
| reality and because we anticipate a wide 
j industry participation in keeping with 
| assurances we have already received. 
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LEADS BY FAR IN 


GREENVILLE $4,062. 


4,057. 
4,004. 


Sales Management Survey of 
Buying Power, May 10, 1951 


Columbia 


Charleston 


Greenville leads also in Popula- 
tion, Retail Sales, Wages, Em- 


ployment, and Autos & Trucks. 
South Carolina's Lergest Metro- 
politan Area is your first market 
in S. C. 


« 


Operetors of WFBC - NBC - 5000 Werts 


Daily Circulation 92,343 


Gerber Sponsors Kate Smith... ; | 


Late Afternoon TV Spot for Gerber 


Is Best; That's Mother's Free Time 


FREMONT, MicH., Sept. 11—Ger- 
ber’s Baby Foods took its initial 
step into television yesterday after- 
noon by sponsoring the first of 
39 weekly Kate Smith shows over 
NBC-TV. Gerber has a 15-minute 
segment beginning at 4:45 p.m. 

A consistent advertiser in baby 
books, women's, romance, grocery 
store-distributed and general mag- 
azines, Sunday supplements and 
daily newspapers, Gerber has ven- 
tured into the visual medium 
(after a brief test last year) as a 

+ result of a study of “The Television 
Audience Among Mothers with 
Babies.” 

The study was made by the Fed- 

a il Advertising Agency, New 

wk, which has handled the Ger- 
i r account since 1935, when Ger- 
ber started national advertising. In 


have certain hours free for self-| 
selected activities. | 

More than 40% of the New York | 
mothers and upwards of 33% of! 
the Washington mothers said they 
would like to see a TV program 
during this “free time” in the 
afternoon. Moreover, the hours of 
2 p.m. to 5 p.m. showed up as the 
period when the largest proportion 
of mothers wanted such programs. 


@ Responses showed that the per- | 
centage of mother viewers and any 
viewers in the family were closer 
during the 2 p.m. to 5 p.m. period 
than at any other hours during 
the day or evening. 

“Although the Pulse record of 
actual viewing by mothers showed 
that the audience held up wel! 
through 5 p.m. and 5:30 p.m.,” said 


BASIC TYPES OF PROGRAMS DESIRED 
(IMMEDIATE RESPONSE) 


FASHION & BEAUTY 


undertaking the survey, Federal 
retained Pulse Inc. and Graham 
Research Service, both of New 
York, for field work and tabula- 
tion. 


e Interviews brought responses 
from 250 mothers with babies in 
New York and 151 in Washington, 


D. C. Pulse, as part of its regular | 
service, covered 102,312 homes (of | 


which 49,800 were TV homes and 


9,341 were TV homes with babies) | 


in New York, Chicago, Philadel- 
phia, Cincinnati and Dayton. 


Aimed at determining the pene- | 


tration of TV, the extent of view- 

| ing time by periods—actual and po- 
| tential—and the areas of program 
interest, the study disclosed that 
the ownership of TV sets among 
| families with babies 24 months of 
age and under is slightly higher— 
by 1% to 2%—than among all 
families. 


e Conversely, 
owning TV sets, better than 18% 
have children whose age makes 
them baby food consumers. This is 
said to be somewhat above the na- 
|}tional average of families with 
| such children. 

The study also found a similarity 


among families 


by periods, among young mothers 
and among the TV audience gen- 
erally. However, “there were cer- 
tain marked variations in the 
viewing habits of the mother group 
due to the restriction on leisure 
time imposed by the routine of 
child care.” 


TV got relatively much less at- 
tention from young mothers during 
morning hours than from the gen- 
eral audience, Only a small minor- 


time available for TV—or any 
form of relaxation—during this 
part of the day 


e The story was different in the 
afternoon, however, with the ma- 
jority of mothers reporting they 


in the pattern of the TV viewing | 


It was found, for instance, that | 


ity of the mothers seemed to have! 


ee Com Te Marhers 
es 


Federal, in summing up the find- 
ings, “these are the times of chil- 
dren’s programs and, hence, are not 
a reflection of the mothers’ per- 
sonal preferences, which the inter-| 
views in New York and Washing- | 
ton measured. 


@ “In the early evening periods of 
6 p.m. and 6:30 p.m. the mother 
audience was smaller than in cer- 
tain of the viewing periods of the 
late afternoon. In the periods of 
7 p.m. and 7:30 p.m. the mother} 
| audience began to step up, paral-'| 
leling the trend of the general au- 
dience. | 
“Then, during the four periods 
of 8 p.m., 8:30 p.m., 9 p.m. and) 
9:30 p.m., a sharp rise occurred in! 
the percentage of mother viewers, 
and the optimum of the mother 
audience was achieved.” 
Although these hours attracted 
the greatest number of mother! 
viewers, Gerber feels the cost of| 
night programming would be pro- | 
hibitive for its purpose. 
“Exploration into the type of | 
daytime programs young mothers | 
would like—were they given a free| 
choice—indicated a spontaneous 
and strong preference for enter- 
tainment,” said the report sum- 
mary. 


| 
@ “The specific types of entertain- 
}ment programs which had the 
| greatest appeal were variety shows 
and plays. Next in order, but of! 
considerably less interest, were! 
comedy, movies, singing, popular 
|musie and audience participation. 
Though three of the latter group 
| constituted components of variety 
|shows, they were indicated in-| 
dividually as the particular char- 
|acter of entertainment desired. 
“Homemaking, though ranking 
second among the suggestions on 
programs that would be welcomed, 
had a more limited appeal than 
entertainment. Child care, which 
stood third, was thought of as a 
subject for a television program 
by comparatively small segments 


Advertising Age, September 17, 1951 


WHAT 7/ME 
DURING THE DAY 
DO MOTHERS 
WANT TV.? 
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of the mothers in both cities, and 
by fewer in Washington than in 
New York.” 


|@ The study found a parallel be- 


tween the kind of program mothers | 


| said they wanted and the kind they | 


named as favorites among the | 
available shows. Of ten daytime 
programs claimed as favorites in 
New York, for example, nine fell 
into the entertainment category, | 
and one into the homemaking)! 
niche. In Washington, seven of the 
favorite daytime shows were enter- | 
tainment, two were homemaking | 
and one a general shopping guide. | 
In New York and in Washington, 
the Kate Smith show (variety-! 
musical-interview) ranked first 
among the top ten choices. The 
only close challenger to Miss 
Smith's preeminence came in New 
York, in the person of Garry Moore 
(comedy-variety ). | 

Gerber, whose slogan is “Babies 
are our business—our only busi-| 
ness,” will have 24 minutes of| 
commercial time on the Kate Smith 
quarter-hour each week. The com- 
pany estimates its total TV ex- 
penditure will run close to $500,- | 
000 


Sparkes Appoints Martree 
Sparkes Products Co., New York 
and Newark, has appointed Mar- 
free Advertising Corp., New York, 
to direct national consumer and 
trade advertising for the new 
Sparkes “66” six-color mechanical 
pencil. Newspapers, magazines, 


|radio and TV will be used. 


Kelly Lumber Boosts Haworth | 

Forest Haworth, sales chief of 
Booth Kelly Lumber Co., Portland, 
Ore., has been promoted to general 
sales manager, succeeding Leston 
L. Lewis, who has retired after 50 
years’ service. 


}du Lac, 
| Homes & Gaoione, 
keeping and Trailer Travel in its 


| Dealer, 


Detroit Stations 
Spend $1,000,000 
for Their Medium 


Detroit, Sept. 14—The million- 
dollar promotion of radio here, 
sponsored by all Detroit stations 
through the United Detroit Radio 
Committee, kicks off a 13-week 
newspaper campaign tomorrow 
featuring the slogan, “Wherever 
you go, there’s radio.” 

The radio phase of the campaign 
began early in August, and car 
cards also are being used to pro- 
mote radio as “still the greatest 
mass sales medium.” The entire 
drive will continue through No- 


| vember. 


Cleverly depicted in newspaper 
ads and car cards is a person “en- 
joying radio” in both ordinary and 
unusual surroundings. A letter- 
head and envelope sticker has 
been designed by C. R. Stout Ad- 
vertising, Detroit, agency for the 
promotion, in addition to radio 
scripts to be used by the commit- 
tee and by the stations individ- 
ually. 

Delegated by the stations for 
special projects within the over- 
all drive are George Millar, 
WKMH, retail, wholesale tie-ins 
and special newspaper sections; 
Hal Neal, WXYZ, financial and 
publicity; Wendell Parmelee, 
WWJ, radio spots and transcrip- 
tions, and Jim Quello, WJR, gen- 
eral promotion. 

Mr. Neal is chairman of the 
committee and Art Gloster of 
CKLW, who originated the cam- 
paign slogan, is serving as vice- 
chairman in charge of advertising. 


Enlarges Refrigerator Drive 
Sanitary Refrigerator Co., Fond 

Wis., will use Better 

Good House- 


expanded 1952 promotion for re- 
frigerators and home freezers. 
Trade advertising will be placed 
in American Exporter, Electrical 
Electrical Merchandising 
and Trailer Dealer, and a co-op 
newspaper campaign will be con- 
ducted. MacDonald-Cook Co., Chi- 
cago, is the agency. 


McCulloch Promotes Rusch 


W. L. Rusch has been promoted 
to assistant sales manager of Mc- 
Culloch Motors Corp., Los Angeles, 
to be in charge of power chain saw 
sales. 


Collins 
Miller € 
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set ownership in non-metropoli- 
tan areas of Ohio averages about 
50%, according to a study com- 
pleted by the John W. Cullen Co. 
for the Ohio Select List of daily 
papers. . 

In making the survey, individ-| 
ual papers were asked to make | 
from 40 to 100 phone calls, di- 
vided among the four geograph- | 
ical quadrants of each city. The 
number of calls made varied with 
the size of the city. 

Respondents were asked the! 
make of their TV set, whether it) 
was turned on, the program or} 
chennel to which it was tuned, | 


the sponsor and program, and 
whether reception was good, fair 
or poor. Only residential areas 


were called. 

Out of the 3,837 calls made, only 
52% of the homes answered the 
phone, although “Toast of the 
Town” was on the air at the time 
the calls were made (July 15 at 
7 p.m., EST). 


e Of the 1,998 homes that an- 
swered the phone, 51% said that 
they had a television set, but only 
476 (46%) of the 1,022 with sets 


had the receivers turned on. 

The highest rated show on the’ 
air at that time, (“Toast of the | 
Town”) attracted 67% of the 
owners with their sets turned on. 
A total of 14% of the respondents | 
|} | watching television correctly iden- 
| | tified the sponsor of the program 
} | tuned in. 

Records have been kept of all) 
numbers called, and another sur- | 
vey of the same numbers is sched-| 
uled for the winter months. Both | 
studies will be incorporated into 
a final “1951 Ohio Select List TV 
Survey.” 

Copies of the current report are 
available from John W. Cullen 
Co., 1319 Terminal Tower, Cleve- 
land 13. 


‘M&F’ to End Cover Ads 
Beginning with its January is- 
| sue, advertising will no longer ap- 
| pear on the front cover of Mill & 
| Factory, a Conover-Mast publica- 
A | tion. 


| 
| 
a | 
| 


|the front cover of the magazine 
will be given to the editors, who 
will employ four-color iilustra- 
tions, changed monthly, to feature 
outstanding articles. 


Hold Direct Mail Contest 

Entries for the five-classification 
Canadian Direct Mail Leaders 
Contest will be received up to 
Oct. 1 at the contest headquarters 
at 388 University Ave., Toronto. 
Five unranked awards for direct 
mail pieces; direct mail campaigns, 
catalogs and house organs will be 
given for material produced in the 
year ended Aug. 31. 


retail booksellers, 


In announcing the change, | 
() | Harvey Conover, publisher, said | 


_Window-Ads Adds to Executives; National 
Distribution to Competitor Stores Set 


New York, Sept. 12—Window- 
Ad Publications Co. has added 
two executives to its staff and will 
shortly expand into a national 
publication. 

J. A. Sellers Jr., formerly with 
Executone Corp., has joined the 
company, of which S. J. Gutman is 
president, as a partner. H. T. 
Herriott, formerly with Time Inc., 
has been appointed advertising 
sales manager. 

y Window-Ads, a monthly re- 
tailer tabloid promotion which in 
turn can be used by the retailer 
for consumer promotion in his 
windows, was introduced about 
two months ago (AA, Aug. 6). At 
that time intentions were to sell 
the service to one exclusive man- 
ufacturer in each field. Plans heve 
now changed and the company 
has decided to solicit ads for com- 
peting products in selected fields. 


e The first national distribution 
will be a Window-Ad service to 
starting next 


month. Four thousand book deal- | 
ers will receive the monthly pro- 
motion. The ad rate is $175 for a 
b&w page. There are no fraction- 
al-page rates. 
The company expects to initiate | ; 
the same service to 55,000 retail 
druggists, probably in November 
The b&w page rate for them will | 
be $1,500; for two colors, $2,000. 
Windqw-Ad page size has been| 
increased by 3”, allowing for ad-| 
ditional display space for a man- | 
ufacturer’s wholesale promotion. 


Aprea Joins Laughlin-Wilson 
John P. Aprea, formerly copy 
chief of O. S. Tyson & Co., New 
York, has been named creative ac- 
count executive of Laughlin-Wil- 
son-Baxter & Persons, New York. 


Furman Melton Opens Agency 
Furman Melton, formerly on the 
advertising staff of the News, 
Charlotte, N. C., has opened a re- 
tail advertising agency at 2321 N. 
Pine St. in Charlotte. | 


“NOT ME!” 
cracked the Agency Man, 


“Lam certainiy not going to take the rap for whatever 


kind of casts 69 different stereotypers get out of these 


mats. . 


think of it, | guess | better leave the choice of mat 
material up to you. . . We will just draw a pencil through 
this line where | specify X-Mats and let you pick the 


kind that works best in your experience."’ 


CERTIFIED DRY MAT CORPORATION 
8 Rockefeller Plaza. Dept. C. New York 20, N. Y. 


For dependable 
stereotyping, rely on 


. That's your responsibility . . 


and, come to 


\L- 


INCLUDING: 


So. PALM BEACH Gy 
FORT LAUDERDALE’ 


HOLLYWOOD 


GREATER MIAMI 


CHANNEL 4 Miam, 
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National Nielsen-Ratings of Top Radio Shows 
Week of Aug. 5-11, 1951 
All tigures copyright by A. C. Nielsen Co. 
CURRENT HOMES CURRENT 
RANK PROGRAMS (000) RATING 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROG"AMS) (1,676) (4.0) 
1 Dragnet (NBC, Fatima) ... . 2,933 7.0 
2 Big Story (NBC, Pall Mall) 2,766 6.6 
3 Romance (CBS, Wrigley) . . 2,640 6.3 
4 Mr. District Attorney (NBC, Bristol-Myers) 2.598 6.2 
5 Godfrey's Talent Scouts (CBS. Lever-Lipton) 2.472 59 
6 Walter Winchell (ABC, Warner-Hudnut) 2.388 5.7 
7 Pursuit (CBS, Wrigley) 2,388 5.7 
8 Big Town (NBC, Lever Bros.) 2,388 5.7 
9 Mr. and Mrs. North (CBS, Colgate) 2,347 5.6) 
10 The Bickersons (CBS, Philip Morris) 2,347 5.6! 
| EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGR 4S) (964) 2.3) 
1 One Man's Family (NBC. Miles Labs.) 1,928 46) 
News of the World (NBC, Miles Labs.) 1.676 4.0) 
3 Lone Ranger (ABC. General Mills) 1.676 40 
: WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,550) oi 
a 1 Romance of Helen Trent (CBS, Whitehall) 2.891 6.9 
| 2 Our Gal. Sunday (CBS. Whitehall) 2'849 68} 
NEW LETTERING—Imperial Candy Co., Z a ae oe SS 2.586 61 
Seattle, has repackaged its Societe candy | 5 Pepper Young's Family (NBC, P&G) 2.430 5.8 
in this “package that flags the attention | $ oon ¢ Life a se xo $6 | 
p . . “ og: . u nny ( . Lever Bros.) ° . 
with poster-like design.” Pacific Notional | 8 My True Story (ABC. Sterling Drug) 2'305 35 
| Advertising Agency handles the account. 9 Guiding Light (CBS, P&G) 2.221 5.3 
| 10 Wendy Warren and the News (CBS, General Foods) 2.221 5.3 
; TV DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS (712) 7 
Non-Metro Ohio } bo + yey (MBS. Williamson) 1,550 3.7 
| artin Kane. Private Eye (NBC. U. S. Tobacco) 1,383 3.3 
° ! 
Study Shows 50 % 3 Old Fashioned Revival Hour (ABC, Gospel Brag.) 1131 2.7 
o DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,634) (3.9 
I V Set Ownership ! 1 Theater of Today (CBS. Armstrong) . 2,640 63 
2 Grand Central Station (CBS, Pillsbury Mills) 2.305 5.5 
CLEVELAND, Sept. 12—Television 3 Alias Jane Doe (CBS, Toni) 2.263 5.4| 
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92 
Guild Wins Five Elections 


| 7 

The Newspaper Guild of xew Home Audience 
York has recently won five Na- 

tional Labor Relations Board elec- 

tions authorizing it to represent S ff Al 

editorial employes of Il Progresso, | u ers ong 
talian language daily; Macfadden | 

Publications; Saturday Review of | . s 
Literature, and radio _ stations W th T 

WMCA and WQXR. New York l ur In 
Local 3 is affiliated with American 
Newspaper Guild, CIO. 


(Continued from Page 1) 
from the theaters which carried 
the fight. The 14 movie houses, in- 
cidentally, have a seating capacity 


Build Volume 


at LOWER Get of 35,000. IBC received 75¢ for 
i each theater admission.) 
SALES COST the Facts This price hardly compares with 
what advertisers have paid in the 
Deor-to-door Setling—bet- a past. Pabst has paid in the neigh- 


ter knewn os OIRECT 
SELLING — Is bullding 
gient volume quickly for 
meny menvtecturers te 
mey be your enewer te 
present dey complex soles 
oreblems. Direct Selling Is 
fully explained in fescinot 
ing beekiet—malied FREE 
Pleere write en your let- 
terheed 


borhood of $100,000 for TV and 
AM coverage of fights, and the 
Charles-Louis battle cost $140,000. 
However, in the case of the Louis- 
Savold go, Pabst paid only $20,000 
for the privilege of broadcasting 
the fight on film on the following 
Wednesday. 


DOOR 


to 
DOOR 
Selling! 


OPPORTUNITY MAGAZINE 


£. Jocksen 5 
Dept. AB4, Chicago 4, Ii! 


e There is an important difference 


here. Louis and Savold fought in 
the Garden, and the bout was post- 
poned twice. Robinson and Turpin 
fought before 60,000 in the Polo 
Grounds, and the fact that it was 
an outdoor fight—-hence subject to 
weather difficulties—was un- 
doubtedly the reason Pabst or an- 
other advertiser hesitated to pick 
it up. Clearing a time bloc on TV- 
at considerable cost and effort, 
only to be rained out—is not a 
tempting prospect to an advertiser 

Nevertheless, the cauliflower set 
was rubbing its hands this week. 
The Robinson-Turpin bloodletting 
brought in $767,630 at the gate; 
$200,000 came in from movie 
rights, and $25,000 from the closed 
TV circuits. There is no followup 
on TV, because the theaters were 
showing the fight today. But the 
total was still more than $992,000, 
the first fight to approach a mil- 
lion dollar gate since Louis shel- 
lacked Billy Conn in 1946 


@ In the 11 cities which carried 
the fight, the battle outside the 
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theater frequently rivaled the fight 
inside. 

In Cleveland and Asbury Park, 
N. J., $2.40 seats and standing room 
were sold out well in advance of 
the fight; in Pittsburgh, all tickets 
were sold out by Monday, and 
$2.60 seats were sold for $10 (ring- 
side tickets at the Polo grounds 
cost $30). Two Philadelphia thea- 
ters had been sold out (combined 
capacity: 4,500) for ten days, and 
lines of ticket-seekers stretched 
for blocks anyhow. 

Boston took the fight with tradi- 
tional aplomb, as 1,900 ticket hold- 
ers filed decorously into their seats 
—for which they had paid $1.80, 
which included a double feature. 
Baltimore had 8,000 people trying 
to buy 3,000 non-reserved seats, 
and scalpers were reported asking 
$15 for $2 tickets. 


e Washington, accustomed to the 
grand manner, had a press section 
for sportswriters in the single 
house which showed the fight. 
Washington, incidentally, showed 


You need 


Romance 
Magazines 


BOTH kinds of magazines 
to sell the WHOLE market! 


Service 
Magazines 


Are you betting all your advertising dollars that women will buy the big 


Service magazines or Weeklies ? 


If so, you're risking a lot: For every month women buy almost 9 million copies 
of Romance magazines. And at the newsstands—-MORE WOMEN BUY 
TRUE CONFESSIONS THAN ANY OTHER WOMAN’S MAGAZINE EXCEPT 


THE LADIES’ HOME JOURNAL. 


rue 


onfessions 


CHICAGO. DETROIT 
ANGELES + SAN FRANCISCO 


> YORK + 


What’s more, these young women don’t see your advertising in other kinds of magazines. 
Starch figures show, for example, that only about 10% of TRUE CONFESSIONS’ 


audience—2 million women, read any one of the Service magazines and less than 15% read Life. 


So, if you're out to sell the whole market, 
TRUE CONFESSIONS will deliver you a multitude 
of young families you can’t sell through the 
Service magazines or the Weeklies. 


AMERICA’S SECOND LARGEST SELLING 
WOMAN'S MAGAZINE AT THE NEWSSTANDS, 


{the movie in Keith’s Theater, 
which does not admit Negroes. The 
Negro Boxing Writers of Washing- 
ton, an association, passed a reso- 
lution condemning the arrange- 

'ment which prevented some 200,- 
000 Negroes from seeing the fight. 
The Lincoln Theater, which admits 

| Negroes and is principally patron- 

|}ized by them, did not carry the 
fight, although it carried the Louis- 
Savold bout. 

Still another resolution was in- 
troduced in Washington, where 
Sen. Robert C. Hendrickson (R., 
N. J.) asked for an investigation 
of exclusive theater TV rights to 
sports events, asserting it was a 
“monopoly” in that it deprived 
home set owners of seeing the 
event. He read into the record a 
letter from A. J. Green, president 
of the National Boxing Assn., urg- 
ing that boxing and other events 
be televised for veterans’ hospitals, 
and that government action insure 
that televising. 

Rep. Sutton (D., Tenn.) also sug- 
gested that the House interstate 
commerce committee look into the 
“blackout.” He declared that “this 
is a right that should not be de- 
nied the tax-paying public of 
America and something that must 
be cured.” He did not, however, 
suggest a panacea. 

And in Cleveland, the TV Own- 
ers and Viewers League declared 
that it intended to boycott the 
Palace Theater and “the fight peo- 
ple” until such time as “justice is 
done on behalf of private tele- 
vision set owners.” 


@ Theater Network Television was 
moderately cheered by the show, 
and a TNT spokesman repeated 
the vision of an eventual TV net- 
work reaching out into both large 
and small cities to the 23,000 thea- 
ters in the U. S. He declined to 
verify the $25,000 figure, or to re- 
veal what individual theaters paid 
to carry the fight. 

He did concede that difficulty 
in obtaining cable availability re- 
stricted the number of cities in 
which the fight was carried, just 
as it did the number of theaters in 
a city which could carry the fight. 
He named at least six cities, in- 
cluding Minneapolis and Los An- 
geles, where theater television 
equipment was available but which 
could not be cleared for the cable 
connection. 


a TNT, while optimistic over the 
sports possibilities (you've got to 
see it to feel the mass impact of 
having fans all around you), 
doesn't see the end of sponsor con- 
trol of sports. 

“Look at Gillette’s 39 weeks of 
fights, or Pabst’s 39 weeks,” the 
spokesman demurred. “We're a 
long way from that.” 

Nor did he think that the price 
paid for the event was too impor- 
tant, or at least so important it 
would tip the scale to the adver- 
tiser. 

“If you'll review the record,” he 
told AA, “you'll find that fewer 
and fewer summertime fights have 
been televised.” 

He ascribed the reason to the 
fear of promoters that home TV 
hurts their gate. 


PABST HAPPY OVER 
ITS TV FIGHT FARE 

Cuicaco, Sept. 13—One TV ad- 
vertiser who isn’t unhappy about 
the wonderful showing of theater 
TV in the Robinson-Turpin fight 
is Pabst Brewing Co. The reason: 

Pabst has a solid schedule of 41 
weeks of Wednesday night fights 
set for telecasting and broadcast- 
ing. Along with Gillette, which has 
a similar schedule on TV on Fri- 
day nights, Pabst figures it will 
have about all the fighting that 
appears on the airways hereafter. 

Last year Pabst, through its deal 
with International Boxing Club, 
through which Gillette also works, 
aired 36 fights. It planned the same 
number this year, but in order to 
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pick up the Maxim-Murphy rum- 
pus, it started off early, on Aug. 22, 
and signed for 41 consecutive 
weeks. 


es Pabst uses all available stations 
on TV, and practically all CBS ra- 
dio outlets. Last night, for ex- 
ample, when it aired its regular 
weekly fight, it was carried live 
on 32 TV stations, and is appear- 
ing during this week on 20 addi- 
tional stations by kinescope. The 
fight was also aired on 220 AM 


stations—171 on the CBS net and! 


49 non-CBS stations. 

But even Pabst is having its 
troubles—last night the Hoffman 
Beverage visual sequence which 
Pabst cuts in for New York view- 
ers only, inadvertently appeared 
on the entire TV network. It was 
accompanied, outside of New York, 
by the usual Pabst sound, so that 
out-of-New York viewers got 
slightly confused. 

Today, Pabst headquarters here 
related, there have been a surpris- 
ing number of phone inquiries 
wanting to know what happened. 
The Pabst switchboard operator, 
who always answers, “What’'ll you 
have? Pabst Blue Ribbon,” has 
been busy explaining that Hoff- 
man Beverage is owned by Pabst. 


CHICAGO FANS RIOT. 
McDONALD JUBILANT 

Cuicaco, Sept. 14—Screaming, 
shouting fight fans mobbed the 
three Chicago theaters which pre- 
sented the Robinson-Turpin spec- 
tacle via theater TV. 

In the Loop, at the State-Lake 
theater, crowds surged back and 
forth at the box office and smashed 
six glass doors in a large-scale 
gate-crashing operation. 

Upward of 1,000 persons who} 
bought tickets early couldn't get) 
into the theater and, although they | 
had their money refunded, their | 
anger helped keep tension high. | 

Places in line were bid for by| 
fans who seemed to be willing to 
pay $10, $20 and more just for a 
chance to buy a ticket. 


e Zenith’s president, E. F. McDon- 
ald Jr., proponent of Phonevision, 
was jubilant about the interest 
which the theater TV generated. 
“If tens of thousands of people 
were willing to go to so much ef- 
fort to spend $2 to see this fight in 
theaters, how many millions would 
have been willing to spend $1 to 
see the fight in their own homes by 
subscription TV?” he asked. 
“Millions of TV set owners,” he 
declared, “would rather see major 
fights and other great events in 
their homes than in theaters and 
are perfectly willing to pay for 
the privilege. However, television, 
without a box office, cannot pos- 
sibly compete for great events 
against the tremendous box office 
that will exist when scores, then 
hundreds, and finally thousands of 
theaters are equipped with TV.” 


e Cmdr. McDonald refrained from 
boosting Phonevision, the subscrip- 
tion TV system developed by 
Zenith, but argued the case for 
“some form of subscription televi- 
sion, whether or not it is Phone- 
vision.” 

He contended that “if television 
is given a box office through some 
form of subscription television so 
that people may pay to see these 
great events in their homes, then 
television will be able to compete 
on even terms with theater TV, 
and the public will have its choice 


Last Minute News Flashes 


‘Better Health’ to Appear in February 

New York, Sept. 14—Better Health, new 10¢ pocket-size consumer 
monthly, will bow in February, under March dateline, in drug stores 
throughout the country. Endorsed by the Conference of State Pharma- 
ceutical Assn. Secretaries, the new magazine will be published by Far- 
rell Publishing Corp., which publishes The Woman, and will be distrib- 
uted by the State Druggist Assn. The initial print run, AA was told, will 
be 1,000,000 plus. Base ad rate will be $1.75 per page per 1,000. Ted 
Irwin, who edits The Woman, has been named editor, and the ad- 
vertising manager is being selected. 


Cannon Mills to Sponsor ‘Give and Take’ 

| New York, Sept. 14—Cannon Mills will sponsor its first network 
radio show, “Give and Take,” starting Oct. 6 at 11:30 a.m., EST, over 
CBS, through Young & Rubicam. Previously the company was a par- 
ticipating advertiser on NBC’s “Tandem” shows, but has never carried 

| the full weight of a show of its own before. Rounding out Cannon's 


| fall ad program will be TV—the Kate Smith daytime show on NBC—| before any other make is avail-| 


| and the usual full magazine schedule of color copy. 


| Kimberly-Clark Boosts Brabbee: Other Late News 


e Ralph A. Brabbee, director of sales training of Kimberly-Clark 
| Corp., Neenah, Wis., maker of paper products, has been promoted to 
| advertising and sales promotion manager. 


@ The National Assn. of Radio & Television Broadcasters and Radio- 
| Television Manufacturers Assn. are scheduled to receive an award of 
merit from the American Trade Assn. Executives, meeting in Chicago 
this week, for their “excellent services to the industry and public and 
especially for the annual Voice of Democracy contest for high school 
| students.” 


e@ Russ Varney, ready mix and dessert bulk sales manager for National 
| Selected Products Inc., New York, has received an additional appoint- 
| ment as advertising director of the company. 


e Kresno-Stamm Mfg. Co., Palisades Park, N. J., oil burner manufac- 
turer, has appointed Leonard Silverman, formerly assistant advertising 
manager of Standard Motor Products, to the post of advertising and 
sales promotion manager. 


e Robert B. Osburn, formerly print ad manager for Toni Co., Chicago, 
has been named assistant brand ad manager for Lux toilet soap, Lux 
flakes and Silver Dust, products of Lever Bros. Co., New York. 


e Sylvia Dowling, formerly of Young & Rubicam, has joined Sullivan, 
Stauffer, Colwell & Bayles, New York, as a TV copy supervisor. 


e Mrs. Mary Brewster Brady, formerly with Young & Rubicam, has 
been named copy group head of Robert W. Orr & Associates, New York 


e Mrs. Ruth J. Cerrone, last with Sullivan, Stauffer, Colwell & Bayles, 
has joined the copy department of Lennen & Mitchell, New York. 


e William E. Farrell, formerly of the First 3 Markets Group, has 
joined the national ad sales staff of the Ideal Women’s Group. 


e Edward W. Hellier Jr., previously a sales representative for Chase 
Brass & Copper Co., has joined the ad staff of American Magazine 
to cover the Michigan territory. 


e Harriet Hatch, previously publicity director of Maiden Form Bras- 
siere Co., has been named advertising manager of Tanbro Fabrics Corp., 
New York. 


e Bennett Kolb, formerly with Ward Wheelock Co.; Raymond Leicht, 
a former Maxon Inc. copywriter, and William Todd, a former v. p. of 
Lennen & Mitchell, have joined the copy department of Kudner Agency, 
New York. 


Servel Offers New 
Refrigerators at 
Wholesale Price 


New York, Sept. 14—An “un- 
precedented offer” to replace ob- 
solete gas refrigerators with new 
models at wholesale prices was 
made here today by Servel Inc., 
Evansville, Ind., via page ads in 
New York dailies. 

Simultaneously, the Department 
of Health announced that its in- 


or electricity and for either AC or 
DC current.” 

Copy for the ad was prepared by 
Carl Byoir & Associates, publicity 
counsel for Servel, with the assist- 
ance of Batten, Barton, Durstine & 
Osborn, which placed the ads. 
BBDO and Servel recently an- 
nounced the severance of their re- 
lationship (AA, Sept. 3), but 
BBDO will act for Servel until a 
new agency is named. 


Willys Names Gerry Lyons 
Gerry E. Lyons, formerly man- 


vestigators have found 10,657 | ager of Willys-Overland Distri- 
faulty gas appliances in 21,557 butors Inc. has 
apartments visited since last May. been named gen- 
Of this total, 1,028 appliances were eral sales man- 


so bad that landlords were ordered 
to shut them down for repair. The 
shutdown order affected 360 gas 
refrigerators, 614 gas ranges and 
54 miscellaneous appliances. 

The Servel offer, appearing over 
the signature of W. Paul Jones, 
president, was presented as a 
means of forcing the retirement of | 
old water-cooled gas refrigerators, | 
to “end the difficulties arising from 
the operation of neglected or ob- | 


ager for Willys- 
Overland Motors, 
Toledo. 

Mr. Lyons suc- 
ceeds Howard P. 
Grove, now v.p 
in charge of sales. 
He joined the 
Willys - Overland 
organization a 
year ago, after 
having held sales 
and distributor posts with Auburn, 


Gerry E. Lyons 


of seeing great events for a fee at solete” models, ranging from 15} Ford and Packard motor com- 
home, in the theater or in the to 25 years old. The offer applies | panies. 
stadia. 


“Our only hope,” he concluded, 
“of keeping these great events on 
the air is through some form of 
subscription television, whether or 
not it 1s Phonevision.” 


Pullman Names Selvage & Lee 

Pullman Inc., Chicago, has ap- 
pointed Selvage & Lee, Chicago, to 
handle public relations. 


to any Servel unit, water- or air- 
cooled, that is now in use and has 
been in operation for 15 years or 
more. 


| Epstein Names Two V. P.s. 

Leo Leventhal and Alvin J. 
Raider, who formed the original 
staff of Alvin Epstein Advertising, 


ss ‘ Washington, five years ago, have 
@ Servel said its wholesale-price | been named v.p.s of the agency. 


replacements “will be new, com- 


pletely modern Servel models with Guthrie Joins Best Foods 

a 10-year factory warranty on the Best Foods Ltd., Hamilton, Ont., 
freezing unit. They will be avail- has appointed Don Guthrie gen- 
able for operation on either gas eral sales manager. 


CBS Color Sets 
Likely to Lead 
Other TV Makes 


New York, Sept. 14—Although 
manufacturers have yet to show 
signs of rushing to get on the color 
television bandwagon, Columbia 
Broadcasting System, which has 
been on the air with network col- 
orcasts since late June, expects its 
audience to start building up in 
the fall. 

Since nobody else seems to be 
|racing for headstarts, CBS-Colum- 
bia, the network's manufacturing 
subsidiary, is a sure bet to get 
color TV receivers into the stores 


| able. 


s Within the next couple of weeks, 
| Columbia may start advertising its 
leoler receivers, which company 
officials say now are enroute to 
distributors. The first model to hit 
the market will be a 10” console 


(magnified to 12”), priced at 
$499.95. 
David H. Cogan, CBS-Colum- 


bia president, reports that “about 
30 sets are coming off the line 
daily. ..and we hope to be turning 
out 300 sets per day in two 
months.” 

The attraction that CBS expects 
to sell manufacturers, retailers 
and just plain buyers on color tele- 
vision this fall is its all-star foot- 
ball lineup. Starting Sept. 29, 
Columbia will televise in color a 
top college football game. Unlike 
the Westinghouse-sponsored col- 
lege games over NBC-TV, which 
are restricted by a complicated set 


Measure AM, TV 
Along With Other 
Media: Pellegrin 


New York, Sept. 14—Release of 
the Assn. of National Advertisers’ 
third study on “TV's Effects on 
Radio Time Values” (see Page 6) 
and the announcement of Dr. Ken- 
neth Baker's plans for a new na- 
tionwide broadcast measurement 
| (see story on Page 1) has inspired 

| Frank E. Pellegrin to propose that 
}other media be included in the 
survey. 

His suggestion was made in a 
letter to Paul Morency, chairman 
of the Special Affiliates Committee 
and general manager of WTIC, 
Hartford. (Mr. Morency earlier 
criticized the ANA report. See 
Page 6.) Mr. Pellegrin is v. p. of 
H-R_ Representatives, radio-TV 
station representative. 


e “This might be the golden op- 
portunity we have been awaiting 
to supply the missing links in the 
advertising-research field,” he 
wrote, referring to news stories 
concerning Dr. Baker's having set 
up a company called Standard 
Audit & Measurement Services. 
“The news story said, however, 
that the new organization will 
measure radio-television audi- 
ences, somewhat like BMB 
{Broadcast Measurement Bureau], 
with refinements. If we permit this 
to be the total effort of the organi- 


| zation, we will be digging radio's 


of ground rules imposed by the} graye deeper than ever. We will be 
National Collegiate Athletic Assn.| fostering and financing another of 
as a video test, the CBS series will | those research services which have 
be comprised of games freely cho-| put radio in the tight spot it is in 
sen. In short, CBS color cameras} at present, and we will be doing 
can follow the best teams around | nothing to undo the harm they 
week after week, within the limits! have already done, or to supply 


of TV coverage, of course. Not so 
Westinghouse, which is sponsor- 
ing the only NCAA college foot- 
ball to be televised in b&w on 
home sets. 


s Calling attention to the fact that 
Allen B. DuMont Laboratories this 
week introduced a color adapter 
to enable present sets to receive 
CBS color pictures in mono- 
chrome, Adrian Murphy, presi- 
dent of the CBS laboratories divi- 
sion, said the network hopes to 
begin amassing an impressive cir- 
culation for its color shows—cer- 
jtainly a substantial number who 
can receive the picture in black 
|and white—by this fall. 
| Several major manufacturers 
| have announced that they will 
| bring out adapters shortly. Du- 
Mont’s new device is called the 
DuMatic switch. It can be installed 
| in an hour by a local serviceman, 
DuMont reports, and will sell for 
under $20. Nobody seems to know 
| exactly when it will reach the re- 
| tailers’ shelves. 


| 


e CBS, meanwhile, is gradually 
expanding its color schedule. Mel 
Torme starts a new half-hour 
Monday-through-Friday series 
Sept. 17, replacing naturalist Ivan 
Sanderson, who will shift to Satur- 
day morning. In addition to the 
two 30-minute shows televised 
five times a week, the Dodgers 
baseball games and horse racing 
have been aired in color occasion- 
ally. 

From three to six stations are 
carrying portions of the schedule. 
All programs are sustaining. 


Appoints Wittner Agency 

Electric Regulator Corp., South 
Norwalk, Conn., manufacturer of 
electrical control devices for in- 
dustrial use, has appointed Fred 
Wittner Advertising, New York, 
to handle its advertising and pub- 
licity. The company has not ad- 
vertised before, and is planning a 
campaign in industrial and elec- 
tronic publications. 


the obvious deficiencies in com- 
parable research among all media.” 


es “Now is the time to act, before 
the new organization gets fully un- 
der way. Now is the time for your 
affiliates committee and others © 
who are vitally concerned with 
this problem to organize a move- 
ment to persuade this new Baker 
organization to include in its set- 
up all the forms of advertising re- 
search that national advertisers 
and agencies should have, to reach 
an intelligent and fair conclusion. 

“Perhaps, if this new organiza- 
tion will cooperate, this should be 
the channel for the diversion of 
some of the millions of dollars 
now spent by radio stations on the 
‘limiting’ research they are buying, 
to their detriment! 

“The details and techniques can 
be worked out by the experts, but 
now is the time to get started. 
While this new organization is 
tooling up to make its proposed 
studies of radio and television lis- 
tening, it would be simple for them 
to make arrangements to carry the 
research that vital step further, 
and also report inch by inch 
readership data on the reading of 
advertising in newspapers and 
magazines.” 


| 

\s As to steps which can be taken 
now to meet the problem, Mr. 

| Pellegrin called for: 

1. An early conference with Dr. 
Baker on the suggested project. 

2. A movement among stations 
“to refuse to support another run- 
of-the-mill ‘limiting’ research ser- 
vice aimed at radio-television only 
unless it does the total job of pro- 

| viding comparable data on all 
media. 

2. “A movement among all sub- 
scribers to present ‘limiting’ re- 
search services to divert their sup- 
port from these grave-digging ser- 
vices to one that will do a bene- 
ficial job for the entire advertising 
industry.” 
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Saga of a Bear... 


The Ad Council's Sure of One Thing: 
Smokey Is U.S. Firefighter No. 1 


New York, Sept. 12—This is a; council. “He has become synon- 


sort of saga—the saga of Smokey, 
the fire preventin’ bear. 

Now Smokey isn’t just any old 
kind of bear. He’s something spe- 
cial, an advertising bear. And 
dear to the heart of the Adver- 
tising Council. 

The council is right proud of 
Smokey, proud enough to put out 
a booklet about him giving the 
bear facts. “Today Smokey ap- 
pears in just about every piece 
of forest fire prevention 
tising that’s turned out.” says the 


Consolidated 


WORKS FAST. THOROUGHLY. 
GLEANING FACTS about 
people, products, events import 
ant to business. professional, 
educatioral, political and indivi 
dual clierts. We read practically 
all daily aad over 6000 weekly 
English language newspapers 
Let us serve you 


CONSOLIDATED 


PRESS 
CLIPPING BUREAUS 


\STREET, DEPT.18 
CHICAGO 5, ILLINOIS 


431 SOUTH DEARBORN 


adver- | 


ymous with care in the woods .. . 
an effective, appealing trademark. 

“Today we are averaging 10,000 
less man-caused fires each year 
than in prewar years,” the coun- 
cil reports. “And the public use 
of outdoor areas has increased 
almost 50% since then.” 


@ Back in 1941, before Smokey 
ambled on the scene, things were 


in pretty sad shape. It looked like; 


our forests were doomed. “Nearly 
30,000,000 acres of timber and 
range land were being blackened 
by fire every year,” the council 
recalls. The toughest part to take 


| was the fact that nine out of ten 


forest fires were caused by care- 
less citizens. 
State foresters and the U. S. 


Forest Service decided they had) » «316 was a natural, as a symbol 


had enough, and took their prob- 
lem to the council, which, in turn, 


called on R. Z. Eller of the Califor- | 


nia Fruit Growers Exchange to 
serve as coordinator, and appointed 
Foote, Cone & Belding to act as 
volunteer agency. That was 
1942. 


e It was during the war years 
that the forest fire prevention 
campaign really started to get 
results. Ads submitted by Foote, 
Cone were brightened by the 
presence of bears, true enough, 
but none of them was really 
Smokey. You might say they 
were his forebears. 

Smokey or not, the campaign 
was being felt. “Newspapers and 
magazines ran hundreds of stories 
and ads. Radio beamed the mes- 
sage to millions of Americans. 
Outdoor advertising contributed 
thousands of panels. Transporta- 
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in| found to evoke sympathy? To stop 
| people in their tracks and make 
| them think?” 


| ties, 


tion advertising put up tremen- 
dous numbers of car cards. 

“Such unselfish cooperation was 
exceedingly heartwarming,” says 
the council. “But more than that— 
forest fires began, for the first 
time in years, to decline.” 


@ Then, suddenly, Smokey pad- 
ded his way to the forefront. 
Here's how the Advertising Coun- 
cil reconstructs the emergence of 
the bear that walks like a man: 

“A bear with some outstanding 
characteristics began to materi- 
alize. Sometimes he was _ thin, 
sometimes fat. Sometimes he was 
black, sometimes brown, but he 
always wore a ranger’s hat, a 
pair of blue jeans and carried a 
shovel. And he was always work- 
ing like a beaver to put out a 
fire or telling someone off for be- 
ing careless. 

“*Who is that?’ someone said at 


|a big powwow of people from the 


agency, the council and the for- 
est services. 
“ ‘Smokey,’ someone else said.” 


And that’s how it was. 


of forest fire prevention,” the| 
council says now. “He and his 
forest friends—the deer, the squir- 
rels, the birds—would add inter- 
est and emotion to the advertis- 
ing. What better device could be; 


| 


Smokey, the upright bear, made 
his bow on car cards. Some 90,000 
were put up in public service 
vehicles across the country. And 
Smokey stayed on those vehicles, 
almost exclusively, for the next 
two years. 

In that time Smokey got a bear- 
hug on the popular fancy. His 
popularity went up and up. 


es “A survey done by the Psycho- 
logical Corp., a well known re- 
search organization, in 1949,” says 
the council, “showed that about 
15% of the people in a wide area 
studied could correctly identify 
Smokey with forest conservation. 
That’s as much identification as 
some of our famous trademarks 
get after years of promotion,” the 
council says. 

Smokey is becomingly =I 


about his success. He just waves 
a shaggy paw, deprecatingly. “Re- 
member,” he says, “only you can 
prevent forest fires.” 


Admen in Detroit 
Examine Methods 
of Audit Bureau 


Detroit, Sept. 11—More than 
200 advertising and newspaper | 
representatives examined auditing | 
methods of the Audit Bureau of! 
Circulations and exchanged ideas/| 
on utilizing ABC reports at the) 
first fall meeting of the Michigan! 
Council of the American Assn, of 
Advertising Agencies yesterday. 

The meeting was the third in a 
series of media clinics being held! 
by ABC in various cities and was | 
originated by H. H. Kynett, ABC 
president and senior partner of 
Aitkin-Kynett Co., Philadelphia. | 
Aided by a slide-film presentation, | 
the admen reviewed case histories 
showing how ABC reports function 
as a major tool in media selection 
as well as an aid to advertising 
and sales programs. 


s Following the showing of a 
sound film describing ABC activi- 
colored slides were used to 
illustrate and explain newspaper 
audit reports. Particular interest 
was shown in the method of break- 
ing down figures geographically 
and characterizing publications. 
The clinic was supervised by 
Carl Georgi Jr., chairman of the 
Michigan Council and v.p. and di- 
rector of media of D. P. Brother & 
Co., Detroit. | 


Advertising Age, September 17, 


1951 


NEW THEATER TV OPTICS—Projection of improved 15x20’ television pictures on 
movie screens is made possible by this new image-correcting glass lens developed 
by American Optical Co., Southbridge, Mass. The spherical mirror at the right 
magnifies TV images and projects them onto the screen. Distortions introduced by 
the magnification are corrected by the lens, which will be used in theater TV sys- 
tems like those made by Radio Corp. of America and General Precision Laboratory. 


FRENCH Lick, IND., Sept. 13—It’s 
a miracle that the staid old French 
Lick Springs Hotel still stands. 

The reason? The Calvert boys 
were here. 

Seems that the Calvert Distillers 
Corp. people decided to put on a 
whiz-bang sales convention for 
their 700 distributors and salesmen. 

Olson & Johnson would have 
been proud to have staged the pro- 
duction that resulted. 

Calvert's shoot-’em-up conven- 

tion got under way relatively 
quietly with a tour of the plant 
in Louisville on Aug. 26. Top brass 
of Distillers Corp.-Seagrams and 
Calvert then helped the proceed- 
ings pick up speed. 
s Calvert's president, W. Ww.) 
Wachtel, for example, disclosed his 
“16-to-1 formula” which, he said, 
increases the power of the adver- 
tising dollar 16 times if efficient 
and hard-hitting sales, advertising | 
and promotion departments are) 
functioning smoothly with the dis- | 
tributors. 

Forums, clinics and sales 
speeches occupied the first few 
days. The work sessions and talks 
all were designed to help build 
toward the grand finale—a “nomi- 
nating convention.” 

No political candidate has ever 
had a steamroller working for him 
that could compare with the one 
backing the Calvert brand name. 

From the moment Calvert v.p. 
Tubie Resnik wound up his discus- 
sion of next year’s potentialities in 
the keynote speech, the delegates’ | 
one aim seemed to be to find the | 
best way of blowing up the con- 
vention hall. 


e Joe Sullivan's boys in green 
managed to get the mike first. Joe, 
who heads the state stores divi-| 


sion, pledged to step up monopoly | 
state sales 20% and shoot for the| 
top spot in sales. 

At this, the band erupted with 
something called “Harrigan” and) 
the Sullivan boys whooped it up in| 
a parade around the hall. 

Sid Rosen of the eastern division 
pledged a 28% sales increase for 
the coming year. This casual an- 
nouncement precipitated another 
minor riot, sparked by a parade, 
marching and endless shouting of 
something that originally might 
have been the “Boola Boola”’ song. 

And so it went, only each time 
more so. “Million Case Schwab,” 
for example, put on a fighting 
sales talk that wound up with a 
parade and real policeman, who 
escorted a treasure chest of orders 
for 50,000 cases of Calvert. 

The southeastern division un- 


| ‘Remember French Lick’ Is the Calvert 
Salesmen’s Cry for the Coming 12 Months 


furled Confederate flags and 
shouted rebel yells but were no 
match for the westerners with 
cowboy outfits and firecrackers 
and six-guns and a small burro. 
Said burro was so frightened by 
the howling banshees around him, 
however, that he wouldn't move. 

That didn’t stop the parade, 
however. A_ giant-size Nevadan 
named Bill Cassales picked the 
animal up, with an assist from fel- 
low muleskinners, and carried him 
down the aisle 


@ Harry Fox's 
crew didn't 
first three 


Empire division 
have a chance the 
times they paraded 


, around the hall. No one heard the 


furiously banging gavel either. 
Finally, however, Fox raised his 
arm. Silence followed. A big safe 
was brought in which had orders 
for 327,000 cases of whisky. “We,” 
Fox declared authoritatively, “are 
going over with a bang!” 

At this, a dynamite charge shook 
the entire building and hundreds 
of balloons began floating up to 
the ceiling. Seven hundred scream- 
ing distributors and salesmen then 
proceeded to put on one of the 
most hysterical revival-type meet- 
ings seen in years. 

After it was over, a “delegate” 
from Hawaii with a slightly glazed 
eye muttered: “This is the first 
time I ever attended a distiller’s 
meeting. Are they all like this? 
Never saw anything like it.” 

French Lick never did either. 


MacAvinche Sells Agency, 
Joins ‘Superior Telegram’ 

Alex J. MacAvinche has sold 
his Chicago agency, Roberts & 
MacAvinche, to become national 
advertising manager of the Tele- 
gram, Superior, Wis. He will also 
handle national advertising for 
two affiliated papers, the Herald- 
Telegram, Chippewa Falls, Wis., 
and the Mesabi News, Virginia, 
Minn. 

Roberts & MacAvinche, founded 
before the turn of the century by 
Mr. MacAvinche’s father, the late 
A. J. MacAvinche, and T. P. Rob- 
erts, is now headed by Henry J. 
Senne, who has been an executive 
of the agency. 


Issues Movie Catalog 


“Selected Motion Pictures,” a 
60-page catalog of more than 
1,400 available non-theatrical 
films, is being offered free to 
agencies, PR concerns and adver- 
tising departments by Association 
Films, 347 Madison Ave., New 
York 17. Backed by a campaign in 
educational, religious, motion pic- 
ture and farm publications, the 
catalog is being mailed to 100,000 
film users. 
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A. C. Nielsen Co. has changed 
its estimate of the distribution of 
TV sets by city sizes. The April 
estimate, in chart form in the 
latest issue of “Nielsen Researcher” 
(AA, Sept. 3), showed 50% of 
the TV sets in metropolitan (more 
than 500,000 population) areas; 
29% in medium-size (5,000-500,- 
000) areas, and 21% in rural (un- 
der 5,000) areas. Now Nielsen re- 
ports that latest estimates indicate 
59% in metropolitan areas, 28% 
in medium-size markets, and 13% 
in rural. Industrial Surveys Co. 
shows somewhat different figures 
in a new report (AA, Sept. 10). 


Don McNeill managed to get his | 
“TV Club” and its crew off the 
ground Sept. 12 on the first per- 
formance of the fall season—but 
he almost didn’t make it. Viewers 
who watched the informal telecast | 
were unaware that Don’s vacation | 
from Philco was very nearly ex- 
tended indefinitely. 

Seems Philco told ABC, in effect: 


“Thirty stations or no dice.” ABC} 


had been able to line up only 27 
by the weekend before the per- 
formance and expected Philco to 
cancel. As @ result of some ambi- 
dextrous rabbit-out-of-hat-pulling, 
however, ABC finally managed to 
line up 29. This time Philco re- 
lented, especially since additional 
stations are expected to join later 


this fall. Hutchins Advertising, 
Philadelphia, handles the Philco 
show. 


An interesting sidelight to the 


ete DEALER 


D Blanket coverage retail lumber, 
building material and cool dealers 
NORTHWEST publication covers 
Minnesota, Wisconsin, North and 
Dokote. 
1OWA publication covers lowa. 


1013 Fourth Ave. Se., Minneapolis 4, Minn. 


feature story on the revival of No- 
To-Bac, which came to light after 
the article appeared in AA’s Aug. 
20 issue, is the guarantee made by 
the Sterling Remedy Co. back in 
the 1890s. 

“We will advertise No-To-Bac in your 
local paper,” the company told retailers, 
“to the amount of one-half of your first 
order for No-To-Bac, the order to be 
not less than three dozen at $8 (‘a total 
of) $24. This means then $12 advertising 
to sell $24 order, giving to you the ex- 
clusive advertised agency for your town 

“Talk quick; the first order received 
takes the agency for your town and gets 
the advertisement. We use the best papers 

sometimes one, sometimes all—in a 
town; depends on rates and paper. What- 
ever space and style of advertising is done 
under this proposition, you may depend 
upon its being first-class, and that your 


|} name and location will be well brought 


em..«” 
e . e 
California Tuna Canning Co., 
San Diego, has begun distributing 


| canned tuna in the Portland, Ore., 


market, and an Oregon advertising 
program will begin soon when 
distribution in the state has been 
worked out. Armstrong-Schramm, 
|San Diego, is the agency for the 
company, which was started since 
| World War II and is now believed 
| fourth largest in the tuna canning 
field. 


* . 7 

Introduction of Elgin-Ameri- 
can’s line of Swiss watches, sched- 
|uled for early this fall, has been 
| delayed until after the first of 
| the year. Supplies of the necessary 
movements and parts from 
Switzerland were so badly delayed 
that the line could not be intro- 
duced on schedule. 


Plan Trade Editors Meeting 

The fifth annual Industrial Edi- 
tors Institute will be held at the 
| University of Georgia, Athens, 
| Nov. 8-10. Ed Gambrell, partner 
| of Bradley & Sons, Atlanta photog- 
rapher and photoengraver, has 
been named chairman of the meet- 
ing, which is jointly sponsored by 
the Southern Industrial Editors 
Assn. and the Henry W. Grady 
| School of Journalism of the uni- 
| versity. 


Apostle Joins Dorland 


Thomas Apostle, formerly with 
the New York Mirror, has been 
named assistant to Morton M. Rob- 
ins, who recently joined Dorland 
Inc., New York, as director, stock- 
holder and member of the agency’s 

| executive committee. 
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CONSUMER STUDY SHOWS 
GREAT VARIATION 


IN CHILI BUYING 


Market-to-market variations 


for chili con carne buyers show 
a phenomenal difference in pri- 


mary demand: 


Per Cont of Families Whe 


St. Paul 46% 

Seattle 43% 

FRUITFUL POW-WOW-—Dovid Cory, Don Francisco, Julian Watkins and Walloce | Omoho 30% 

Elton (I. to r.) of J. Walter Thompson Co., New York, inspect the opening od 322% 
which will be used by Florida Citrus Commission in over 100 markets when fruit | Spokone 

shipments start rolling. The commission plans to spend about $2,000,000 for con- | Washington, D. C. 27% 

sumer advertising in all media in promoting the 1951-52 citrus crop (see Poge 27). indi ‘i 22% 

. | Milwoukk 2 
Current Newsprint Output Exceeds Demand; * oe 
Few Newspapers Have Been HardshipCases _coumbus ne 


Lake Ptiacip, N. Y., Sept. 11— newspapers very little compared 


Current newsprint production is 
running ahead of demand, mem- 
bers of New York State Publishers 
Assn. were told at their annual 
meeting here. 

Merrill M. Lord of the newspa- 
per branch of National Production 
Authority’s printing and publish- 
ing division told the meeting that 
newsprint stocks in the U. S. at 
the end of July equaled an aver- 
age operating supply of 46 days. 

This was the highest operating 
supply since April, 1950, Mr. Lord 
pointed out, at which time it 
reached the low of 28 days. 


a NPA has been called on to help 
some publishers in hardship cases, 
Mr. Lord said, but such cases 
have not been nurnerous. There 
has been a slight increase in Cana- 
dian newsprint production and the 
amount imported from Canada, 
Mr. Lord noted. In addition, he 
said, domestic production has in- 
creased slightly, and there has 
been a decline of the feverish buy- 
ing that prevailed a year ago. 

The shortage of sulphur, he said, 
may make it necessary to cut 
down on the use of sulphur in 
newsprint, “which, of course, is 
a large factor in the strength of 
the paper.” 

He predicted that current mo- 
bilization efforts “will affect 
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to other industries.” 


e Frederick W. Bullen, public 
member of the Federal Wage Sta- 
bilization Board, said his group 
was not created to freeze wages | 
but to permit workers to receive | 
the real value of their services. 
The board, he said, is attempting 
to decide what general wage in- 
crease will be necessary to keep 
pace with the rising cost of living. 

He told the publishers that “the 
only justification for any controls 
in our economy is an international 
crisis.” 

Frank Gannett, publisher of 
the Gannett Newspapers, told the 
delegates about technological de- 
velopments at the Rochester In- 


|} stitute of Technology, and pre- 
dicted that offset newspaper 
printing by small publications 


would be entirely practical within 
five years. 


Cates Praises Ads 
in Business Section 
Cuicaco, Sept. 11—Ads in the 
financial sections of conservative 
newspapers bring the best results 
to mutual fund advertisers, ac- 
cording to Dudley F. Cates, man- 
ager of the mutual fund depart- 
ment of Kidder, Peabody & Co. 
In a speech before the Mutual 


Fund Conference here yesterday, 
Mr. Cates said that “our best “| 
quiries consistently are derived 
from ads run in the financial sec- 
| tions of conservative newspapers. | 
Whenever we're tempted to try 
another method, we almost iavante! 
ably regret it.” 

He mentioned that there is come! 
agitation for investment concerns 
to drop their financial page adver- 
tisements and get their messages 
“straight to the people.” He added, | 
however, that even though his or-| 
ganization would like to obtain) 
inquiries in that manner, “results 
rarely justify the expense.” 

Mr. Cates told the investment 
securities dealers that investment 
houses are dependent on newspa-| 
per advertising to produce the 
names of prospects. Advertising “is | 
essential to our business,” he de- 
clared. 


Son-Chief Using Television 
Son-Chief Electrics Inc. is 
currently using a television sched- 
}ule in 11 metropolitan markets 
to build national acceptance for 
its Magic Maid appliance line. The 
Magic Maid automatic pop-up 
toaster is featured. H. B. Hum- 
phrey, Alley & Richards, New 


Bert Johnson Names Rabius 

Jack R. Rabius has been named 
director of Bert Johnson Produc- 
tions, Cincinnati advertising and 
TV film producer. 


From the above St. Paul 
would be classified as a “top” 
chili market. In a market of 
this kind it is interesting to see 
how families who buy chili dif- 
fer from those who do not. 

First consider the income 
status of chili buyers versus 


non-chili buyers: 


t—-1____} oe ie 
Under $3,000 “4% 56% 
$3,000-$3,999 46% 54% 
$4,000-$5,999 49% 1% 
$6,000 and over 42% se% 


Here we see a steady climb 
for buyers as income increases 
until the top bracket is reached 
where buying drops sharply. 

How age affects buying hab- 
its is also important: 


Age of Housewives, Buyers Men-Beyers 
40 and under 40% s1% 
41 te 50 49% 51% 
Over 50 39% om 


Housewives under and over 
50 years of age are character- 
istically different in their buy- 
ing habits for this particular 


product. 


As a guide for more effective sales 
promotional effert in the St. Paul 


Market, we can in many cases sup- 
ply specific market data for your 
product. 


Obtain current data on the prod- 
ucts in which you are interested. 
Please specify the classification(s) 
and write Consumer Analysis, Dept. 
11-A, St. Paul Dispatch-Pioneer Press, 
St. Paul 1, Minnesoto—the North- 
west's Morning, Evening and Sunday 
newspaper with the market tailored 
circulation. 
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the group with 
the Sunday Punch | 
ie that apr 


Sales records are built by advertising in the 
most powerful medium reaching markets where 
consumers spend the most money. 

In 363 Industrial NORTH and EAST counties 
that account for over 34% of the total 

U. S. Retail Sales, FIRST 3 Markets Group 


delivers over 50% coverage of the families. 


The group with 
the Sunday Punch 


New York Sunday News 
Chicage Sunday Tribune 
Philadelphia Sunday Inquirer 


Rotogravure + Colorgravure 
Picture Sections « Magazine Sections 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 . Chicago 11, 1ll., Tribune Tower, SUperior 7-0043 
San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 ° Los Angeles 17, Cal., 1127 Wilshire Blud., MIChigan 0578 
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